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Abstract 
Our project focused on improving the internal communication at TransNamib as 
well as the communication on TransNamib’s passenger service. Our objectives were to 
assess company culture, organizational identification, horizontal and vertical 
communication, and passenger communication. Through a variety of interviews and 
surveys we learned that TransNamib has a hierarchical culture, strong organizational 
identification, weak vertical communication, and decent horizontal communication. 
Through surveys and a train ride we learned that the passenger service lacks updates on 
location or arrival status during the ride and passengers are generally uninformed. For 
internal communication we recommend that the company requires that executives 
regularly visit ground-level employees, translates documents into languages other than 
English and makes them accessible, hosts company-wide social events, and increases 
training opportunities. For the passenger service we recommend implementing an SMS 
alert system, adding updatable signage on the trains and platforms, and that 
management regularly rides the trains. 
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Executive Summary 
The Namibian economy relies heavily on the transportation of bulk freight and 
movement of people across the nation. In particular, the movement of goods to and 
from the port at Walvis Bay is pivotal to the financial success of Namibia. In Namibia, 
TransNamib Holdings Limited (TransNamib) is the sole rail logistics operator. They are 
the only entity responsible for the movement of freight and passengers along the 
railways. Over 90% of TransNamib’s revenue comes from the movement of freight and 
only 1.3% of their revenue comes from passenger services. In terms of freight, 
TransNamib moves mostly bulk liquids, building supplies, bulk fuels, mined goods, and 
containers. To accomplish this, TransNamib relies heavily on communication within the 
company and with their clients.  
In order to understand communication within a company, it is first important to 
understand the climate in which a company operates. This climate, or “personality,” of a 
company is often referred to as the company culture. The company culture is composed 
of the mission, needs, goals, and values of a company as determined by the leadership. If 
a company hires employees who share similar needs, goals, and values, then the 
employees tend to be more productive and efficient; in addition, they tend to have 
higher job satisfaction. Hiring employees that align with the company culture can prove 
to be mutually beneficial for both the employer and the employee. The Competing 
Values Model is one common framework used to classify company cultures. It defines 
four distinct cultures: group, developmental, rational, and hierarchical. Group culture is 
centered around human development and teamwork. Developmental culture is centered 
around innovation and constant change. Rational culture relies on aggressive market 
competition. Lastly, hierarchical culture depends on following rules and regulations. 
This model can be used to assess and categorize company culture. 
One very important aspect of company culture is communication. One type of 
communication is vertical communication. This is simply communication between 
different tiers of the hierarchy; if an employee reports an issue to his supervisor that is 
an example of vertical communication. Conversely, horizontal communication is when 
two employees on the same tier communicate with each other. An example of horizontal 
communication would be if two employees in Operations communicate about the status 
of a train they are tracking. These two types of communication are crucial to the 
operation of any company. However, they both contribute directly to organizational 
identification. Organizational identification is the degree to which employees personally 
align the company culture. Good communication, both vertical and horizontal, have 
been proven to strengthen organizational identification. Stronger organizational 
identification and alignment with the company culture results in higher job satisfaction,  
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productivity, and morale. Company culture, communication, and organizational 
identification are tightly intertwined.  
Our project goal was to assess TransNamib’s communication. Our original 
project description told us that TransNamib struggles with communication within the 
company; in addition, we were told that communication with passengers was lacking. 
Therefore, our goal was to examine the intra-company communication as well as the 
communication with passengers. After assessing both the internal and external 
communication, we made recommendations on how to improve both.  
Methodology 
Because of the nature of our project, we decided to make a two-fold methodology. 
First, we focused on assessing the internal communication at TransNamib. To do so, we: 
● Assessed the current company culture, 
● Identified the extent of organizational identification,  
● Identified the extent of vertical and horizontal communication, and 
● Used the information we gathered to contextualize and understand the 
impacts of current communication practices at TNHL.  
To accomplish these research objectives we created a variety of surveys. There was a 
survey for company culture, for vertical and horizontal communication, and for 
organizational identification. We collected quantitative data from these surveys. Our 
goal with the quantitative data was to compare the responses between managers and 
employees to see if the two groups felt similarly. For example, we wanted to see if both 
managers and employees perceived company culture in the same way, if the 
commitment to the organization was similar, and if feelings about communication were 
similar. However, we also coupled each survey with an interview to collect qualitative 
data. During our interviews we offered gentle guidance to stay focused on the topic of 
communication but otherwise allowed the interviewees to control the interviews. We did 
have a couple of uniform, set questions to begin but we then adjusted the interviews 
based on the interviewees’ responses. Due to this, we received a wide range of feedback 
and criticisms that allowed us to make recommendations for intra-company 
communication. 
In the second portion of our methodology, we needed to assess the 
communication between TransNamib and its passengers. To accomplish this, we: 
● Rode the train from Windhoek to Swakopmund and back, 
● Collected data from passengers on TNHL’s shortcomings and proposed 
improvements, and 
● Analyzed and synthesized the data to develop recommendations.  
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While riding the train we surveyed all of the willing passengers on our train journey 
about various aspects of riding the trains. These topics included TransNamib’s general 
communication with passengers, the level of information on train status that is 
accessible to passengers, and possible solutions to the issues presented (updated 
website, phone calls, SMS alerts, smartphone application, etc.) . These surveys and 
subsequent conversations with passengers yielded qualitative and quantitative data. 
Based on the answers we received from the passengers, we were able to find the most 
extreme problems in the passenger service and come up with time- and cost-effective 
solutions that TransNamib could feasibly implement.  
Findings 
Our intra-company surveys and interviews provided us with a variety of rich, 
descriptive data. First, the company culture data averages for managers and employees 
had very similar results. Both managers and employees, on average, had responses 
indicating that TransNamib has a steeply hierarchical culture and lacks in 
developmental culture. Additionally, both reported that TransNamib had balanced 
group and rational culture scores. Therefore, it was significant that both managers and 
employees reported almost identical results for company culture perception.  
In addition, the surveys showed that both managers and employees had high 
degrees of organizational identification; that is, both employees and managers felt a 
sense of commitment to TransNamib. Many people that we surveyed and interviewed 
were happy to help because they wanted us to make change within the company. The 
employees and managers expressed the desire to improve TransNamib and felt a sense 
of belonging. Most employees and managers were proud of their employment at 
TransNamib.  
Some of our most important data came directly from our surveys and questions 
regarding communication. On average, the surveys returned values indicating that both 
management and employees felt indifferent about vertical and horizontal 
communication at TransNamib. However, this bit of quantitative data failed to tell the 
whole story. Many employees and managers were critical of the hierarchical 
communication “ladder” in which messages from top management must pass through 
every tier of management. Due to this, messages sometimes fail to reach the appropriate 
people in a timely manner. In addition, many employees and managers said that 
horizontal communication within a department was functional as departments share 
tight bonds. However, they were critical of horizontal communication between 
departments; many employees and managers said that communication between 
departments was very difficult and often not done in a timely manner.  
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For our passenger findings, our personal experience was invaluable. We learned 
that there are no signs or announcements to inform passengers about train status 
updates, such as train arrival times, upcoming platforms, or delays. Furthermore, we 
observed that some platforms did not have employees present, and the train attendant 
was not always present when we had questions about train status. From the surveys, we 
learned that passengers would be appreciative of SMS updates regarding train status, 
and that many passengers only know the workings of TransNamib’s passenger service 
because they have had extensive experience with it. As we were doing our interviews, we 
noticed that some passengers referenced a list of rules regarding passenger conduct on 
the train. This surprised us because we had not heard of such rules existing prior. 
Conclusions and Recommendations 
We ultimately found that TransNamib does not have a knowledge problem. The 
company, in general, has all the information necessary to be successful. However, the 
problem lies in communicating this information in a timely manner. Improved 
communication would be significantly beneficial for TransNamib as it would allow for 
much smoother operations. Both freight and passenger services would benefit 
immensely. To improve the communication within the company we are proposing the 
following recommendations: 
1. Have executives regularly visit the ground-level employees to build relationships 
and listen to feedback. 
2. Provide company policies, announcements, notice board messages, and weekly 
bulletins in at least Afrikaans in addition to English. 
3. Host periodic company-wide social events that encourage employees and 
managers to interact and build relationships. 
4. Increase training opportunities in literacy and communication, especially for 
ground-level employees 
However, the company also needs to improve the external communication with their 
passengers. The passenger service also has issues, many of which are centered around 
communication. To improve the passenger service, we are proposing the following: 
1. Offer SMS alerts to passengers before and during their train ride. 
2. Add updatable signage on the train with the next destination and arrival time; 
add updatable signage on the platforms with location and information about the 
status of the train. 
3. Have EXCO regularly ride the trains to assess quality of service and visit other 
stations along the way. 
Ultimately, these recommendations should be beneficial, cost-effective ways to improve 
TransNamib’s communication. Ideally, implementing these recommendations will be  
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immensely beneficial to TransNamib and will make them a more productive, efficient, 
and profitable company. 
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Chapter 1: Introduction 
Trains are powerful, versatile vehicles that have the ability to move people and 
freight over long distances. They’re found in every corner of the world, from Japan and 
Russia to South Africa and Namibia. Their utility and ability to traverse long distances 
make them very appealing. In Africa, rail lines were initially laid by colonizing nations to 
move mined goods and cash crops from inland to the ocean for export. These colonial 
rail lines of the past have shaped the infrastructure and practices of modern Namibian 
rail.  
TransNamib Holdings Limited (TransNamib) is the sole rail company in 
Namibia. TransNamib was established soon after Namibia’s independence, and they 
took over Namibia’s freight transport. TransNamib moves an astounding amount of 
Namibia’s freight via its trains. In fact, 95% of TransNamib’s revenue comes from bulk 
freight transport (Chakalos et al, 2018). Because TransNamib is a parastatal company, 
the Namibian government has required TransNamib to offer a passenger service as part 
of their social responsibility. However, there has been a slew of reported issues with the 
passenger service. One incident involves a 15-hour delay in which one passenger noted 
that, ‘[TransNamib] makes a lot more money transporting goods so they put more effort 
into getting that to its destination on time.” (Isaacs, 2007). Another incident involved a 
five-hour delay followed by only 60 kilometers of movement in the following five hours. 
Some passengers declared the service “a slow train to nowhere” (Isaacs, 2007). Both 
instances were also characterized by their lack of communication with passengers 
during the delays. Passengers grew frustrated as they were uninformed and many ended 
up having to use another form of public transportation as they did not know when the 
train would start moving (Isaacs, 2007).  
In business, there are countless aspects to operating a successful company. In the 
service industry, there are few assets more important than communication. Customers 
of service businesses rely on the timely transmission of important information. A 
company must also make an effort to communicate when attempting to acquire new 
customers. Moreover, the company itself relies on communication between employees 
to accomplish goals and fulfill their mission. Without proper communication both 
internally and externally, businesses in the service industry will fail. 
In the context of a public transportation company such as TransNamib, there are 
needs for both internal and external communication. Internally, TransNamib must 
ensure that communication freely flows both up and down the hierarchy as well as 
within the same tier of the hierarchy. This is important for communicating objectives 
and goals of the company as well as accomplishing those tasks. Externally, TransNamib 
needs to thoroughly communicate the availability of transportation to their customers. 
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This is important so that passengers can properly plan their trips, and so that they can 
properly utilize the trains. 
TransNamib has expressed that their intra-company and external 
communication need improvement. Therefore, our first steps were to assess the 
company culture as well as the communication within the company. Additionally, we 
investigated employee commitment as it is typically an indicator of proper 
communication. Using this information, we were able to gauge the effectiveness of 
current communication techniques and the ramifications they have on the services 
offered by TransNamib. Ultimately, this allowed us to make recommendations on how 
to improve the intra-company communication practices to be similar to the best 
regional or global practices. 
As much as TransNamib needs to expand and improve their intra-company 
communication, they also need to enhance their communication with their passengers. 
To assist them in this, we analyzed what communication practices TransNamib have 
already applied by assuming the role of passengers. As part of our research we took two 
separate train rides. This gave us an indication of the consumer experience and provided 
us with insight into the most obvious problems with passenger communication. 
Additionally, we administered a survey on the on the trains with TransNamib 
passengers. This helped us determine the most effective and necessary forms of 
communication that the company should implement to better serve their passengers. 
Using what we learned from the fieldwork and survey, we are able to provide 
TransNamib with reliable suggestions to better their passenger communication system.  
Ultimately, our goal as a project team is to help improve the communication both 
internally and externally for TransNamib. We aimed to make reasonable, financially 
feasible recommendations that can be implemented. By doing so, we hope to aid 
TransNamib in becoming a company where communication is smooth throughout the 
company and with the public. 
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Chapter 2: Literature Review 
Companies in the service industry rely heavily on effective communication between 
employees and customers. This section reviews literature regarding the history of the 
rail industry in Sub-Saharan Africa, the current state of rail around the world, effective 
company communication practices, and the parastatal company TransNamib Holdings 
Ltd. (TNHL) and its relationship with WPI. Moreover, we provide an understanding of 
company culture and the effects that different forms of communication have on 
employees. Furthermore, we investigate the different considerations taken when aiming 
to market a public transportation company. We conclude by examining TransNamib 
and previous efforts of WPI students. 
2.1 History of Rail in Sub-Saharan Africa 
The story of African rail was, in many ways, written by colonizing nations. These 
countries came to Africa and built cheap rail systems that would facilitate the movement 
of military troops, mined goods, and crops (Jedwab, Kerby, & Moradi, 2017). 
Understanding the circumstances of modern rail requires a comprehensive knowledge 
of colonial rail. This is best illuminated through the quotation, “Our data indicate that 
90% of total rail mileage in sub-Saharan Africa was built prior to independence” 
(Jedwab & Moradi, 2016). 
 
When the British colonists in modern-day Ghana chose to build a rail line at the 
turn of the 20th century they chose to optimize the transport of military personnel into 
the colony, and mined resources out of it. In fact, “initially, mining accounted for 
two-thirds of the line’s traffic.” When a second rail line was added to that colony it was 
specifically for the export of cash crops (Jedwab & Moradi, 2016). The impacts of this 
are broad reaching. Freight rail was often planned and designed to move resources as 
efficiently as possible and therefore rail lines often avoided established cities and 
population centers (Jedwab, Kerby, & Moradi, 2017).  
 
Colonial rail was built with freight (mined products and cash crops) in mind. The 
United Nations, using data provided by the African Development Bank, explains that 
less than 20% of modern rail traffic in Africa can be attributed to passenger rail services 
(Ben-Ari, 2014). Since the vast majority of rail lines on the continent are from the 
colonial era they may have consciously avoided the population centers, the places where 
potential passenger rail riders live, and would therefore be difficult for passengers to 
access. Not only do history and geography work against the mixing of freight and 
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passenger rail, so do their very functions. Passenger rail requires more frequent trains 
that stress punctuality in ways that freight does not require. The African Development 
Bank, in a 2015 report regarding rail across the continent goes so far as to say, 
“Generally consider keeping freight and passenger operations separate as far as 
possible” (“Rail Infrastructure in Africa Financing Policy Options,” 2015).  
2.2 Rail in the Modern World 
TransNamib wants specific recommendations tailored to their specific issues. 
That does not, however, mean that we must reinvent the wheel. It can be valuable to 
explore how other similar rail service providers have dealt with similar challenges. 
TransNamib recognized the value of exploring other train companies and wrote the 
following in the initial project description:  
“What is the norm in transport companies in general (referring to 
developed countries) and in Namibia specifically (referring more 
to what level/phase Namibia is at compared to global 
standards)?” 
2.2.1 Rail in Comparable Countries 
The rail crisis in Namibia is not unique, as there are many other countries on the 
continent that struggle in similar ways. As stated in Section 2.1, the rail systems in 
Africa were produced by colonizing nations to move goods out of the country. Because 
the rails were developed with the purpose of moving freight, they are not specialized for 
moving people. As the railways have not been repurposed since, the rails are still 
specialized for transporting and exporting freight. The trains that do accommodate 
passengers take a subordinate role to the freight trains, because freight trains produce 
more capital than the passenger rails. All of these obstacles have been present in African 
countries other than Namibia, however many comparable countries have come up with 
solutions.  
2.2.1.1 Angola 
The civil war in Angola devastated the condition of their rail system, and so the 
country needed external support to subsidize the reconstruction of their infrastructure 
(Dionisio, 2014). The country has a swiftly growing economy, due to its oil exports and 
the subsequent trade that it has with other countries (Dionisio, 2014). Specifically, 
Angola and China had “an ‘infrastructure-for-oil’ trade agreement” that reformed the 
rail system in Angola in exchange for petroleum (Kiala, 2010). With this agreement, 
Angolan railways were repaired and modified by the state-owned Chinese companies, 
but were still run by the Angolan government (Kiala, 2010).  
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Like Namibia, Angola’s rail system transports both passengers and freight on the 
same line (Dionisio, 2014). This system of combined rail causes the routes to operate at 
only 20% of their capacity, “due to conceptual problems, aggravated by a lack of 
maintenance and supervision, organisational difficulties and a low level of skill of the 
Angolan personnel” (“Angolan Government Prepares Privatization of Railways – 
CLBrief”, 2010). Angola’s rail infrastructure consists of three railways that do not 
connect: the Luanda, the Benguela, and the Moçâmedes railways, as seen in Figure 1. Of 
these railways, Angola is moving towards privatizing one due to a deficit caused by the 
lack of patronage (“Angolan Government Prepares Privatization of Railways – CLBrief”, 
2010). The assumption is that, once privatized, Angolan rail will likely increase in 
clientage and therefore decrease its deficit, because of the positive effects that 
privatization has had on other countries, as discussed in the following sections. 
Figure 1: Angolan rail network (Kiala, 2010) 
2.2.1.2 Botswana 
Namibia’s neighbor to the east, Botswana shares similar geography, history, and 
culture (“Botswana and Namibia – The Ties That Bind,” 2018). Beyond that, they have 
rail systems that are similar in many ways. 
Botswana Railways (BR) is a parastatal company (“Botswana - 7-State-Owned 
Enterprises | export.gov,” 2017). An official definition of parastatal can be found in the 
definition section at the beginning of this paper. 
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Botswana Railways  is primarily a freight company. Evidence of this is found on 
the company profile on BR’s own website, where cargo and freight are mentioned but 
passenger services are not (“Botswana Railways: Profile,” n.d.). Though it remains 
unmentioned in the profile, Botswana does indeed have a passenger service (“Botswana 
Railways: Passenger,” n.d.). In fact, this passenger service has been described by the 
Botswana Railways CEO as, “Addictive. Ride once and you will forever want to ride” 
(“BR Express; the Evolution of Rail Transport,” 2017).  
Botswana’s passenger service has not been a permanent fixture of Botswana 
Railways. In 2009 Botswana removed their passenger service entirely (Barrow, 2015). 
By 2016 BR revived this service and now provides a variety of different options for 
people to ride the rails both across the country and short commuter distances 
(“Botswana Railways: Passenger,” n.d.).  
TransNamib of Namibia sees Botswana as a very comparable country for the 
reasons listed above. A sponsor discussion prompted research in the area and the direct 
addiction of this section (Feldmann, 2019). 
2.2.1.3 Morocco 
Rail reform in Morocco differs from the majority of African countries because the 
government opted to reform the public, parastatal transportation system rather than opt 
for privatization (“Rail Infrastructure in Africa Financing Policy Options”, 2015). Unlike 
other similar countries, Morocco’s dedication to improving their rail system within their 
already-constructed national monopoly, ONCF, has proved extremely successful. ONCF 
has two main focuses in the structural advancement of Moroccan railways: “investment 
plans to upgrade and expand the network” and “continuous training” of their employees 
(“Rail Infrastructure in Africa Financing Policy Options”, 2015). ONCF’s improved client 
experience relies on competency of the personnel and funds supplied by the Ministry of 
Finance, based on the government’s decision to invest in the rail network both in 
expansion and in human capital. Each of these lead to a more qualified workforce, which 
makes travel more pleasant, and well-maintained and growing networks, which reach 
customers that previously would not have ridden the rail. These advancements 
increased patronage by 100% between 2002 and 2008 (“Rail Infrastructure in Africa 
Financing Policy Options”, 2015).  
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Figure 2: Performance in passenger patronage (“Rail Infrastructure in Africa Financing 
Policy Options”, 2015) 
 
The transportation of passengers is joint with freight transport. Therefore, 
passenger services are an inferior aspect of the Moroccan rail system, because they 
provide far less revenue than freight. However, since the staff and maintenance are 
continuously expanded and improved upon, the passenger rail system does not suffer 
and continues to grow (“Rail Infrastructure in Africa Financing Policy Options”, 2015). 
This public reform gives an example for future developing nations to follow if they 
choose not to privatize their national rail.  However, Namibia has less government 
assistance being dedicated to their rail and therefore has less opportunities to expand 
and educate their employees.  
2.2.1.4 South Africa 
Africa’s most successful rail system is in South Africa. There are many factors 
that likely contribute to its prosperity including its separation of passenger and freight 
transport, public rail companies making use of government subsidies, and its railway 
refurbishment (“Rail Infrastructure in Africa Financing Policy Options”, 2015). The 
freight-specific rail company in South Africa is Transnet, while its passenger-specific 
counterpart is PRASA, each of these companies excels in their own way. The statistics 
for each sector’s performance are illustrated in Table 1. Note that the table refers to 
passengers as “pax.” 
 
Table 1: Passenger and freight performance (“Rail Infrastructure in Africa Financing 
Policy Options”, 2015) 
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This structure sets an ideal for other African countries in need of reform, which is 
highlighted here:  “Transnet provides a good example of a public-sector railway that has 
successfully evolved into a market oriented corporation,” (“Rail Infrastructure in Africa 
Financing Policy Options”, 2015). Their separated passenger and freight and dedication 
to each brings about a more competitive and successful business model that produces 
higher revenue and improved customer experience.  
As South Africa continues to develop and grow, its GDP increases. This has a 
direct correlation with infrastructure; “the relationship between economic infrastructure 
and economic growth appears to run in both directions. Economic growth provides both 
the need for, and the resources to fund, various types of infrastructure,” (Perkins, et al., 
2005). The driving force of success and advancement in the rail division in South Africa 
is the demand for a reliable transportation service for freight and passengers. As long as 
the need for railways is consistent, the progress in rail will be as well, because increased 
demand will fund the development of infrastructure. 
2.2.1.5 Zimbabwe 
Zimbabwe has a parastatal rail system (Takundwa, 2014), just like Namibia. 
Zimbabwe has had both successes and failures with their parastatals. Some of the 
failures include issues with political corruption and poor appointments of those in upper 
management positions (Chiguvi & Magwada, 2016). Chiguvi and Magwada (2016) 
express that due to their governmental ties, political corruption and patronage can be 
general concerns for parastatal organizations. The authors provide some options to 
discourage corruption and encourage the company to succeed regardless of changes 
within the political landscape.  
Zimbabwe’s parastatals have also suffered due to issues in their performance 
management systems. When these systems are treated like chores and not as programs 
built to aid success, then management and employees both suffer (Nhamo, Takupiwa, 
Ephraim, & Herbert, 2013).  
Namibia’s rail service, like Zimbabwe’s, is a parastatal service that incorporates 
both freight and passengers.  
2.2.2 Rail in Developed Nations 
2.2.2.1 Europe  
In Europe, several countries have conducted railway liberalization, which means 
it changed from a government subsidy to a private organization. This has led to many 
successful railways for both freight and passenger transportation. Two examples of this 
are German and Swiss rails. 
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2.2.2.1.1 Germany 
The largest rail network in Europe belongs to Germany, whose infrastructure is 
regulated by a holding company: Deutsche Bahn Gruppe (DB). This company is carved 
into five subdivisions: “Infrastructure, Passenger Traffic, Freight Traffic, Passenger 
Stations, and Property”. This business strategy is vertically integrated and horizontally 
segregated. Vertical integration is the existence of all of the departments under one 
leadership umbrella, while horizontal segregation is the separation of all departments in 
their specified operations (“Rail Infrastructure in Africa Financing Policy Options”, 
2015). This formal privatization is an invitation for competition, which encourages 
private companies to challenge the monopoly of DB  (“Private lines”, 2001). Although 
there is competition that drives the passenger experience to improve, customers are not 
always satisfied. In 2018, approximately 25% of DB’s long distance trains had significant 
delays (“The travails of Germany’s rail passengers”, 2019).  Regardless, DB has no lack 
of patronage, as they transported 2.6 billion passengers and 2.7 billion tons of freight in 
2017 (“Facts and figures 2017 | Deutsche Bahn AG.”, 2017). Despite the failings of the 
passenger rail in Germany, the network still remains the most expansive in all of 
Europe.  
2.2.2.1.2 Switzerland 
A second exemplary rail system in Europe is that of Switzerland. The Swiss 
high-speed, long-distance rail system, similar to that of Japan, is one of the more 
prompt railways in the world, which has brought in more passengers since its 
implementation in 1987. In addition, the Swiss rail policy is included in the country’s 
constitution, protecting the natural and environmental aspects of the nation 
(“Comparative Analysis of Swiss and Japanese Trunk Railway Network Structures”, 
2013). Nearly a million passengers ride on Swiss trains daily, resulting in Switzerland 
having the highest density rail traffic in all of Europe (Keiser, n.d.).  Not only does 
Switzerland dominate in passenger rail transport, but the country also excels in freight 
transport, carrying nearly 50 million net tons of freight per year (“Transportation”, 
n.d.). Switzerland is a small, mountainous country that relies heavily on rail for freight 
transportation. Switzerland’s population of frequent travellers, reliance on freight 
transport, and superb long-distance rail system are in part due to the privatization of the 
rail network. Privatization leads to competition and independence from the government. 
For this reason, Switzerland exemplifies an example of a successful rail revitalization 
(Martinez, et al., n.d.). 
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2.2.2.2 The United States of America 
The rail system of the United States of America, like most of the developed world, 
have freight and passenger services that are completely independent of each other 
(Amos & Bullock, 2011). Amos and Bullock (2011) further explain that the United States 
consciously and deliberately separates those who oversee policy and regulation from rail 
service providers. They further go on to explain that the United States has hundreds of 
different services providers competing in the same market. While the United States has 
separate services that administer passenger and freight service, they share the same 
infrastructure. (Dovell, 2012). 
The United States public transportation is not universally loved. A 2015 article 
details the trials and pitfalls of American rail and public transportation in general. The 
author explains that in the US public transportation is not a priority, but a social welfare 
(Stromberg, 2015). As will be discussed further, Namibia’s passenger rail is a social 
obligation placed on TransNamib by the government of Namibia.  
2.2.2.3 Japan 
Japanese railways set a global standard. According to Smith (2011), Japanese 
trains are some of the most (if not the most) efficient in the world. As of 2011, they had 
not suffered a derailment for more than half a century, and in 2007 the average delay for 
a 320-mile route was a mere 18 ​seconds​. Japan provides an interesting comparison for 
this study because of how impeccable their service is. 
Japanese rail lines used to be government owned, but in 1987 they were 
privatized and split into seven for-profit companies. Today, the largest of these 
companies sustains itself without any government subsidies. One of the reasons for the 
rail line's success is that it leases the property near its stations to vibrant restaurants and 
shopping centers, and then funnels the money gained back into the rail line. (“Why 
Japan leads the world in high-speed trains”, 2014)  
One of the most remarkable expectations of Japanese rail is its punctuality. 
According to Demetriou (2018), a "truly inexcusable incident" occurred on Japanese 
railways -- a train left the station 25 seconds early. This incident warranted public 
apologies and re-training of staff member to ensure that it would never happen again. In 
addition to the scandal of leaving early, when a train arrives late, passengers assume 
that there has been an earthquake, or that someone has committed suicide on the 
tracks. When a train is late, conductors hand out late notes to passengers so that their 
bosses can forgive their tardiness. (Demetriuo, 2018) This example stands in stark 
contrast to proceedings at TransNamib, where passengers have to fight to get a late note 
written. 
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2.3 Examining Company Culture and the Role of Communication 
Company culture is based upon the beliefs, goals, ethics, expectations, and 
mission of a company (Doyle, 2018). Each company creates a unique culture and 
workplace environment for their employees. One crucial component of company culture 
is the way that intra-company communication is handled. The majority of work done by 
employees requires, in some capacity, exchanging of information or working with others 
(Schneider, 2018). Failure to appropriately communicate leads to action or failures to 
act by employees who had a misunderstanding or were misinformed about policies, 
business processes, job function, or any combination of the three (Grossman, 2011). 
These three types of communication failures amounted to a total loss of $37 billion 
across 400 surveyed corporations in the United States with 100,000 or more employees. 
On average, companies with over 100,000 employees lose approximately $62 million 
annually due to poor communication practices (Schneider, 2018). Conversely, 
companies with highly effective communication practices had 47% higher total returns 
over a five-year period versus firms with the least effective communication (Schneider, 
2018). Besides causing a potential loss of money, a lack of communication can also 
result in lack of focus, failure of purpose, loss of morale, and lack of innovation 
(Brenner, 2017). In this section, we delve into company culture, different types of 
communication, and different types of identification both with the company and the 
profession. 
2.3.1 Understanding Company Culture 
Company culture can be simply defined as the “personality” of a company. It is a 
conglomerate of company values, goals, and ethics and ultimately defines the 
environment in which employees work (Doyle, 2018). Culture is said to be part of the 
company’s “genetic code,” as it begins to exist with the founding of a company (Craig, 
2014). Employers seek to hire those who have similar values, needs, and goals to those 
of the company. Employees who align more closely with the different facets of the 
company culture will become more engaged and productive in their work. If an 
employee feels more connected to a company they tend to enjoy their work more and, in 
turn, perform better (Balta, 2018). For example, an employer hopes to instill a purpose 
in their employees; however, this is useless if the employee does not embrace this 
purpose. If an employee understands and aligns with the purpose they are much more 
likely to embrace their role in the company (Craig, 2014). Therefore, a company should 
seek to hire those who share common values to maximize employee happiness and 
company productivity (Doyle, 2018). 
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However, if a company wants to hire employees who work harmoniously within 
the company, it is essential to assess the culture of the company and identify the driving 
values, mission, and ethics. Leadership of a company has a specific vision for the 
company culture, though how employees perceive this culture may differ from these 
expectations. Thus, it is important to conduct company culture surveys (Ende, 2015). 
These surveys measure different structures, systems, technologies, and skills that could 
influence employee behaviors and expectations (Ende, 2015). These surveys use 
questions that probe for information regarding mission, performance management, 
teamwork, innovation, conflict resolution, managerial styles, and many more aspects of 
a company (Chomos, 2017). Once the data is collected it may be interpreted through a 
model such as the Competing Values Model (Denison & Spritzer, 1991).  
The Competing Values Model examines two major dimensions which creates four 
distinct company culture categories. The first dimension is representative of the 
competing demands of flexibility and order. In the second dimension, internal 
maintenance of the organization is contrasted against interaction with the external 
environment (Denison & Spritzer, 1991). Ultimately, this allows for four distinct cultural 
orientations to emerge: group, developmental, hierarchical, and rational. Group culture, 
for example, has a focus on internal maintenance and flexibility; its polar opposite is 
rational culture, which emphasizes external positioning and stability. 
 
Figure 3: An adaptation of the Competing Values Model from Denison & Spritzer (1991) 
and Cameron (2011) 
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It is nearly impossible for a company to fit into only one of the four quadrants; it 
is much more likely that a company is partially divided amongst all four (Denison & 
Spritzer, 1991). A company should have aspects of all four profiles and will differ from 
the balanced profile shown in Figure 4. Surveying the culture of a company and 
categorizing the results can show areas of necessary improvement. The example profile 
shown below leans heavily towards the “flexible” direction on the vertical axes. A 
company without enough rigidity can become chaotic if normal processes are 
abandoned. Similarly, if a company is too focused on external operations they may 
neglect employee needs and other internal operations. Companies must be conscious of 
this as being oriented heavily in one direction may cause dysfunctionality (Denison & 
Spritzer, 1991). Ultimately, this model provides a tool to characterize and hence 
understand the culture of a company. 
 
Figure 4: The balanced company profile versus a realistic example profile (Denison & 
Spritzer, 1991) 
2.3.2 Horizontal Communication and Professional Identification 
As we consider mapping the culture of an organization, it also becomes essential 
that we narrow the scope to examine different communication practices and their 
impact. It is essential that a company fosters a culture that includes an emphasis on 
communication, but what are the different types of communication and their effects? 
Horizontal communication can be defined as communication between those on 
the same hierarchical tier in an organization or company. These conversations may be 
task-related exchanges that pertain to the work at hand or they may be informal 
communication that is unrelated to work. Among coworkers, many conversations relate 
to the tasks of the department and are related to an employee’s profession (Bartels et al, 
2010). Nevertheless, there is also ample horizontal communication that is informal, 
interpersonal, and of socio-emotional nature. This informal horizontal communication 
tends to help construct social identities and relationships rather than produce 
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commitment to and identification with a company  (Postmes, Tanis, & de Wit, 2001). 
However, this is not to say that informal horizontal communication is unnecessary. 
Properly communicating with others within the same work group or hierarchical tier is 
essential to successfully completing tasks. Positive interpersonal relations will benefit an 
organization because they will improve team cohesion and functioning as well as 
strengthen relationships within the organization (Postmes, Tanis, & de Wit, 2001). 
These types of communications are crucial for day-to-day operations of a company. 
Horizontal communication tends to aid with professional identification, or the 
extent to which employees identify with their occupation; it does not, however, have a 
direct impact on employees’ organizational identification. For example, a doctor may be 
employed by multiple hospitals and may only identify with the profession (Bartels et al, 
2010). However, there is a positive relationship between professional identification and 
organizational identification. Those who identify with their profession are more likely to 
identify with their company, though this is not guaranteed. This connection has been 
found to be important, though the amount of organizational identification as an indirect 
result of horizontal communication is minor. Horizontal communication is understood 
to be beneficial to the operations of a company but does not have a substantial enough 
ability to help employees identify with their organization. In other words, horizontal 
communications alone are not sufficient to properly operate a company (Postmes, 
Tanis, & de Wit, 2001). 
2.3.3 Vertical Communication and Organizational Identification 
Vertical communication is necessary to create a culture of communication that 
fosters organizational identification. In contrast to horizontal communication, vertical 
communication relies on the passing of information between different tiers of the 
hierarchy. This information can work in a top-down format in which managers pass 
down company information or goals. This would be primarily strategic company 
information being sent to the work floor. The other direction is bottom-up, where 
base-level employees give their feedback or comments to managers. In this way, 
employees can participate in decision making or voice any concerns to managers 
(Bartels et al, 2010). Having functional vertical communication makes for accessible 
leadership. Employees tend to feel comfortable sharing questions and concerns. Those 
on the front lines of a company can provide valuable insights that can lead to 
suggestions for process improvements and innovative solutions (Craig, 2018). 
As mentioned in Section 2.3.1, it is critical to get employees to “buy in” to the 
company culture. Employees perform their best when they are engaged with the 
company and aligned with its values. If an employee commits to a company, it is said 
that they identify with the organization (Bartels et al, 2010). If the employee identifies 
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with an organization, it is far more likely that they will put more effort into their work, 
have high morale, and be satisfied with their position. The turnover rate for engaged 
employees is understandably much lower. Strengthening organizational identification 
benefits not only the company, as employees become more productive, but employees 
are much happier with their jobs (Ryckman, n.d.). Most importantly, ground-level 
employees can be thought of as the “front line” that deals directly with customers, and 
these employees are direct reflections of the company. Employees who are committed 
perform better and develop more devotion to the company which ultimately results in 
more external customer satisfaction. Organizational identification tends to make 
“qualified, skilled and experienced staff feel valued and appreciated, which in return will 
boost morale, enhance their work performance, productivity and then, the quality of the 
service” (Balta, 2018). Satisfying customers ultimately requires satisfying employees and 
having them commit to the company and its culture (Balta, 2018).  
Lichtenstein, Maxham III, & Netemeyer (2011) performed a study of 306 
managers, 1615 employees, and over 57,000 customers of a clothing retailer. This study 
detailed the importance of organizational identification. Many employees get a sense of 
their identification from their managers. The results of this study indicated that raising 
the degree of managerial organizational identification had a trickle-down effect; if 
managers identified more with the culture, it led employees to also identify more with 
the culture. If employees identified more with the culture, it led customers to be more 
engaged with and loyal to the business. This, ultimately, lead to customers spending 
more each year at the retailer. Thus, organizational identification not only improves 
employee experience but also has financial benefits (Lichtenstein, Maxham III, & 
Netemeyer, 2011). 
If organizational identification is essential for a successful business, how can a 
company achieve it? As mentioned previously, interpersonal and horizontal 
communication alone cannot foster an environment of organizational identification 
(Bartels et al, 2010). Vertical communication is considered to be an antecedent rather 
than a result of organizational identification. This means that to foster a company 
culture of organizational identification it is necessary for a company to create sufficient 
communication between various tiers of the hierarchy (Postmes, Tanis, & de Wit, 2001). 
To accomplish this, studies suggest that management should communicate strategy and 
goals successfully, encourage participation in decision-making, and that management 
supply enough information to keep employees informed (Bartels et al, 2010). A 
participative leadership style helps with vertical communication, as employees feel more 
engaged with management (Ryckman, n.d.).  It is critical that employees perceive the 
company culture as management intends and that they align. Much of this burden falls 
on the managers, as those who identify with the organization more themselves cause a 
chain reaction in which the employees working under them also identify with the 
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organization more (Ryckman, n.d.). Additionally, Balta (2018) recommends that 
employers practice “internal marketing” in which management treats internal staff as 
customers. The objective is to fulfill employees’ needs while also communicating the 
goals of the organization; this, in turn, helps the employees connect with the company 
culture. Eventually satisfying the customer first requires meeting the needs of the 
employee (Balta, 2018). Managers must also note the positive relationship between 
professional and organizational identification, as encouraging contact with colleagues 
promotes professional identification; managers fostering an environment of both 
horizontal and vertical communication will see the greatest commitment (Bartels et al, 
2010). To get employees to “buy in” and commit to the company culture, it is first 
important to have a well-defined culture. Moreover, it is essential to properly utilize 
communication, particularly vertical, as organizational identification will not occur 
without it. 
2.4 Integrating Communication Into Marketing 
Marketing for public transportation is a unique situation due to the nature of the 
users. One of the largest challenges associated with marketing public transport is that 
there are many niche groups that must be targeted. Two common stratifications are 
reason for travel (school, business, leisure, shopping) and age group, though there are 
many more beyond this. Thus, general marketing campaigns will prove to be ineffective; 
targeted marketing campaigns are required to reach these various niches (Ibraeva & de 
Sousa, 2014). One particular study analyzed incredibly specific, niche groups that were 
utilizing the public transport bus service in Granada, Spain. Ibraeva and de Sousa 
(2014) collected data and divided individuals into four unconventional clusters. Each of 
the clusters, their characteristics, and the top three qualities they value in public transit 
are displayed in Table 2. The percentage in the third column is a calculated “importance 
value” from the study with 100% being the highest possible importance. The importance 
value was calculated based on responses to the surveys (de Oña, de Oña, & López, 2016). 
 
Table 2: Results of a study of public transportation (de Oña, de Oña, & López, 2016) 
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The important takeaway from this study is that different groups value different 
qualities. When the overall response for the entire dataset was calculated, the top three 
qualities were frequency (100%), punctuality (93.2%), and speed (70.4%). Information, 
which was the most important to two individual clusters, was ranked eighth on this list 
of qualities (49.6%) (de Oña, de Oña, & López, 2016). Thus, the study concludes that 
broad, general marketing of public transportation is ineffective; public transportation is 
a unique situation in which personalized, targeted advertising is necessary (Ibraeva & de 
Sousa, 2014). 
In terms of competition, rail service has to compete directly with personal 
automobiles, air travel, and other forms of public transport such as buses. The difficulty 
with this is that passenger rail has to prove that it has superior qualities to alternatives 
such as cars. The automobile industry has carefully shaped automobiles to be associated 
with liberty and status, and thus the rail industry is competing against established 
beliefs (Ibraeva & de Sousa, 2014). The way to compete is to market to the various 
niches and provide superior value in the desired areas; targeting smaller customer 
groups allows companies to create services that deliver a superior level of value by 
tailoring this service to the specific needs of different niches (Drea & Hanna, 2000). One 
additional type of niche to consider is the different rail corridors. One study 
demonstrated that passengers’ attitudes towards Amtrak in Illinois were negatively 
correlated to the competition of other modes of transit. That is, if transportation by 
other methods of transportation to the same destination was easier, then passengers 
were more critical of Amtrak. For example, some Amtrak corridors run exactly parallel 
to highways; customers riding this rail have a less positive beliefs about Amtrak than 
those that ride rail lines where there is no strong competition from other modes of 
transit. Rail lines that experience stronger competition from other forms of 
transportation generally require additional marketing and consideration (Drea & 
Hanna, 2000).  
After a company determines the various niches that they hope to market to, that 
company must then employ the appropriate communication methods to engage these 
customers. Gijsenberg & Verhoef (2018) show that both advertisements and promotions 
have a positive impact on public transportation usage. Advertising, in this instance, is 
defined as the monetary amount spent on advertising campaigns; the money spent on 
these campaigns was used to both produce higher quality advertisements and create 
more widespread advertising. Promotions, on the other hand, are special deals, 
discounts, or offers for the passengers. Both of these tactics have proven to increase 
sales substantially in the short-term and have moderate long-term effects. A larger 
investment in advertising and additional promotions have been proven to attract new 
passengers as well as retain current passengers (Gijsenberg & Verhoef, 2018).  
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When advertising, Wernerfelt (1996) recommends that companies treat 
passengers like business partners. In this same fashion it is important to create a 
customer-centric form of communication (Finne & Grönroos, 2017). Traditional logic 
suggests that marketing revolves around companies showing customers how their 
product or service can be beneficial to them; customer-dominant logic suggests that the 
focus should be on how customers are utilizing a company’s product or service to 
accomplish their personal goals (Finne & Grönroos, 2017). In this technique, customers 
are seen as the ​value creators​ and companies are seen as the ​value facilitators​. The role 
of the company is to provide consumers with information that will help them create 
value and eventually lead to decision-making. Essentially, the customer is the starting 
point of marketing communication and the company needs to deliver information 
through advertisements that stimulate consumer value creation (Finne & Grönroos, 
2017). With this approach, customers are drivers of value creation and companies 
attempt to engage with the consumers as co-creators of value. 
These two tactics put an emphasis on customers and customer education rather 
than immediate, short-term profit maximization. Instead, educating consumers, 
treating them as valuable partners, and using them as the starting point of 
communication can prove to increase long-term profits. If consumers are ill-informed 
about the company, launching a communication campaign across different mediums 
can help (Wernerfelt, 1996). Print ads, television ads, and mailed travel brochures, can 
be utilized together to educate consumers. Companies must give the consumer the 
initial exposure which will lead to them searching for additional information 
(Wernerfelt, 1996). A customer may need to integrate and make sense of multiple bits of 
information from many sources. Thus, it is important for companies to understand how 
customers process the communication. Management also needs to understand how they 
can make relatable communication that positively influences consumer perception of 
their company; this, ultimately, will influence consumer decision-making (Finne & 
Grönroos, 2017). There needs to be adequate information to inform consumers about 
the service as consumers are hoping to find a beneficial service that also saves them 
money. The company, hoping to maximize profits, needs to educate the consumer and 
foster the belief that their service is both superior to competitors and fairly priced 
(Wernerfelt, 1996). Treating customers like partners and educating them as much as 
possible is critical, even if it means that a well-informed consumer may decide not to use 
the service. Even if ill-informed consumers purchase once before realizing the service is 
not what they need, this additional income is not helpful. Building trust and long-term 
relationships with thorough consumer education tends to be far more profitable in the 
long-term (Wernerfelt, 1996). Additionally, it is the job of the marketers to understand 
that the customer is in control of assigning their perception of value to the service. A 
multitude of sources, many of which are outside of the control of the company 
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(competitor communication, word of mouth), will help a customer form a valuation of 
the service. The role of marketing is simply to gather customer insight and using this 
feedback to plan appropriate communication activities and channels (Finne & Grönroos, 
2017). A company must assess how customers will interact with a company’s messages 
and how this can be altered by information from other various sources. A company is 
ultimately attempting to facilitate value creation in the mind of a customer. Companies, 
instead of delivering a consistent, predetermined message, instead need to allow 
customers to process the information for themselves and generate their own 
understanding of the messages (Finne & Grönroos, 2017). 
Once the passenger has arrived at the station, continued communication is also 
essential. Real-time information displays are becoming a standard within the public 
transportation industry; people are aware of how much time they have before the train 
arrives. An estimated 80-100% of passengers consult these live displays. These 
installations prevent anxiety about travel. Moreover, passengers tend to put more trust 
in stops equipped with these displays (Ibraeva & de Sousa, 2014). Ultimately, the 
integration of communication into marketing requires a sharp focus on the customer; 
this communication extends from well before providing the service, through completion, 
and potentially after. 
2.5 Passenger Communication Systems 
In a transportation company, communicating with passengers is vital. This is 
because it allows passengers to use the transportation system, or to buy and then use the 
good that is being sold. This section will discuss two different global passenger 
communication services, and then the commonalities between them will be noted. 
QuesterTangent is a corporation that sells data acquisition systems to marine and 
transportation companies within the United States ("Company Overview of Quester 
Tangent Corporation", n.d.) These data acquisition systems provide the ability to 
"acquire, monitor, validate, and process data in historical and real-time" (Company 
Overview of Quester Tangent Corporation", n.d.). For transportation companies, this 
provides them with the ability to offer a reliable passenger information service. 
According to QuesterTangent, their passenger information service (PIS) provides a 
future-based architecture, dynamic solutions, increased security, and configurability 
("TrainWise Solutions", n.d.). 
Future-based architecture means that QuesterTangent supplies the trains with 
WiFi, which "generates high-quality digital audio and video" ("TrainWise Solutions", 
n.d.). WiFi allows the train operators to monitor surveillance equipment and to 
communicate among one another, and WiFi allows passengers to have a pleasant 
experience, . Dynamic solutions involve "real-time route maps, public address 
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equipment for live and pre-recorded audio announcements, and automatic destination 
signs" ("TrainWise Solutions", n.d.). These solutions allow passengers to easily find 
their train's location, which enables them to adequately plan their trip. Increased 
security gives train operators a display from which they can see incidents as they 
happen, which improves response time ("TrainWise Solutions", n.d.). QuesterTangent's 
PIS offers configurability because it can be "integrated with other TrainWise or 
third-party products" ("TrainWise Solutions", n.d.). Together, these technological 
advancements provide passengers and train operators with more information about the 
train that they are riding on. This information allows passengers to better utilize their 
transportation service, and it allows train operators to take better care of their train and 
the passengers on it. 
Alcatel Lucent Enterprises (ALE) offers "internet protocol (IP) and cloud 
networking, and ultra-broadband access worldwide" ("Company Overview of 
Alcatel-Lucent", n.d.) for service providers and large-scale enterprises ("Company 
Overview of Alcatel-Lucent", n.d.). One of the industries that ALE provides support for 
is the transportation industry. ALE offers rail companies an Internet of Things (IoT) 
approach to delivering better communication to passengers. The Internet of Things 
refers to devices that can interact with and respond to their environment, and are 
connected to each other via WiFi or the internet. Examples of these devices include 
sensors, smartphones, or devices equipped with a control board that accesses the 
internet. 
According to ALE (2017), using IoT allows railways to "give passengers a better 
door-to-door experience" (p. 3). This is because ALE promises that their services make 
it easy for passengers to book, provide "up-to-the-minute information about departure 
platforms, schedules or delays", and offer real-time responses to questions or concerns 
passengers may have (ALE, 2017, p. 3). Additionally, ALE guarantees that cloud-based 
collaboration with location services allows passengers to easily find their way to train 
restrooms, restaurants, and departure platforms (ALE, 2017, p. 3). Furthermore, ALE 
claims to promote safety by utilizing location technologies and integrating them with the 
operation control center which lowers emergency response times (ALE, 2017, p. 4). 
CCTV cameras and audio recording devices are also used to help in the post-incident 
investigation (ALE, 2017, p. 4). 
Both of these use services rely on WiFi, and they both use sensors to collect data 
in real-time. QuesterTangent and ALE both stress that their products give passengers 
the ability to know their train's location, and any updates that happen while en route. 
These products differ because QuesterTangent focuses on the hardware that gives these 
capabilities, while ALE focuses on the software that improves the capabilities of existing 
hardware. This makes sense because ALE primarily serves Europe which has more 
advanced rail (and thus more advanced equipment) than America. Even though America 
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and Europe differ in their communication focuses, both know that it is important to 
inform the passenger of the location and timeliness of their train. 
2.6 TransNamib 
Founded in 1998, TransNamib has been a long-time provider of freight services 
to Namibia. TransNamib acts as a logistics provider as they utilize the tracks to deliver 
goods and passengers but do not own the rails (the rails are owned by the government). 
In 2002, TransNamib became a parastatal company, which means that the Republic of 
Namibia owns the company and appoints its directors (TransNamib, 2017). Johny 
Smith is the current CEO and has been since February of 2018. He began his career in 
sales at TransNamib before acting as CEO for the Walvis Bay Corridor Group for 11 
years (Feldmann, 2019).  
TransNamib’s primary source of income is freight; over 90% of its revenue comes 
from bulk and container goods (TransNamib, 2017). Much of this revenue comes from 
moving bulk liquids, building supplies, bulk fuels, mined goods, and containers. Bulk 
freight is the only area of business where TransNamib has experienced revenue growth 
in the past two years (TransNamib, 2017). TransNamib does also offer a passenger 
service called the StarLine which accounts for 1.3% of the total annual revenue 
(TransNamib, 2017). The passenger service operates solely at night and only four times 
per week on Sunday, Tuesday, Thursday, and Friday. There are both an economy and a 
business class and passengers have access to both seated train cars and sleeper cars 
(Feldmann, 2019). Passenger coaches are always hitched to freight trains as there is not 
enough passenger service to demand dedicated locomotives (Feldmann, 2019). 
Additionally, there are major concerns with the punctuality of the passenger service 
mainly due to aging locomotives that frequently encounter technical problems 
(Feldmann, 2019). Regardless, 43,435 passenger tickets were sold during the 2016-2017 
financial period (TransNamib, 2017). In addition, TransNamib offers the Desert 
Express, a dedicated passenger tourism train that is for weekend excursions. It currently 
accounts for 1.0% of TransNamib’s overall revenue (TransNamib, 2017). 
The corporate headquarters resides in Windhoek. Finance, Properties, 
Engineering, Public Relations, Human Resources, Operations, and the CEO are 
primarily stationed in the headquarters. Just down the road is the Windhoek passenger 
station and the TransNamib Railway Museum. Slightly farther into Windhoek are the 
locomotive depot where trains are repaired, the department of carriages and wagons, 
the marshalling yard where trains are assembled, and the goods shed where some of 
Operations is based (Feldmann, 2019). TransNamib has about 1,361 total employees 
with Operations and Engineering being the two largest departments (Feldmann, 2019). 
As shown in Figure 5, there are several subdivisions of TransNamib. Some functions in 
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the head office include stakeholder management, legal services, information services, 
human resources, and finance. Other than these services in the head office, there are 
operations, engineering, property management, and marketing. Operations has the 
most responsibilities for day-to-day functionality of the company. They are in charge of 
OPX, the overnight parcel service by truck, TNX, some South African freight movement, 
and PAX, the passenger services. Their responsibilities also include limited road 
operations and of course plenty of freight transport (TransNamib, 2017). 
 
Figure 5: The general corporate structure of TransNamib (TransNamib, 2017) 
 
According to the annual report, TransNamib has 96 locomotives, 1,752 wagons, 
and 49 coaches in service on 2,682 kilometers of railway (TransNamib, 2017). 
Importantly, TransNamib has been exceeding their goals for wagon (95%), coach (98%), 
and container (94%) availability. All three availabilities are exceeding their target 
availabilities of 93%. However, an issue lies with locomotive availability; the current 
target is 85% locomotive availability, though the current locomotive availability is only 
78%. This sometimes means late shipments as planned locomotives cannot be used due 
to technical failures (TransNamib, 2017). 
As seen in Figure 6, TransNamib uses many railways that span from the northern 
Angolan border to the South African border. There are multiple inlets to the coast as 
well. However, as discussed in Section 2.1, many of the lines run to or near defunct 
mines. This has become an issue with transporting passengers as the lines do not always 
run to convenient places for passenger travel (Saruchera, 2017). Nevertheless, 
TransNamib has plans to construct new rail lines. Particular interest is being given to 
the proposed rail line that will run across the northern portion of Namibia as it would be 
a major development (Feldmann, 2019). 
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Figure 6: A map of the current state of TransNamib’s rail network (brown is current rail 
network, yellow is proposed new rails) (TransNamib, 2017) 
2.6.1 Previous Efforts 
Worcester Polytechnic Institute (WPI) and TransNamib Holdings Ltd. (TNHL) 
have shared a working relationship since 2015. Four student teams have analyzed 
problem statements presented to them by TNHL, and with social science and 
engineering approaches, they researched and presented solutions. These problem 
statements included safety concerns, building design requests, and intra-company 
soft-skill analysis. Of these problem statements, the soft skills requests are of the most 
interest to this project because the we have been asked to improve intra-company 
communication and communication with passengers. 
The three projects (Laying the Tracks for Soft Skill Development at TransNamib, 
A New Train of Thought, and our project) have common overlap -- all three teams were 
asked to analyze current human-resource type interactions within the company, and to 
provide suggestions for improvement. Laying the Tracks for Soft Skill Development at 
TransNamib identified "communication, motivation, and soft skill education as areas for 
improvement" (Frigo et al, 2017) within TNHL, and the team recommended that TNHL 
implement "an incentives program, a modified Instructional Rounds process, and a 
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mentor program to aid in the development of TransNamib’s soft skills" (Frigo et al, 
2017).  A New Train of Thought identified "that TransNamib’s culture is defined by its 
steep hierarchy, departmental divisions, and low morale" (Chakalos, 2018), and that 
there were possibilities "for improvement in vertical and interdepartmental 
communication" (Chakalos, 2018). To address these findings, the team recommended "a 
database, a newsletter, increased managerial interaction, and revised interdepartmental 
collaboration" (Chakalos, 2018). 
The above findings have laid the tracks for the work we plan to do in Namibia. 
Provided TNHL has implemented past recommendations, we can improve on these 
efforts, and discover new ways to better communication. 
2.7 Conclusion 
In this background we began by exploring the history of rail in Africa and the 
impact on the current state of rail service. Next, we investigated the current state of 
different rail services throughout developing nations and developed countries before 
delving into their best practices and global standards. Moreover, we detailed the role of 
company culture, communication types, and forms of identification. Marketing, 
particularly targeting niche groups and using a customer-dominant approach, was also 
discussed. Consideration was given to the different forms of communication with 
external passengers. Lastly, we concluded by discussing the history of TransNamib and 
their previous involvements with WPI.  
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Chapter 3: Methodology 
Due to the nature of our project, our methodology was two-fold. As discussed 
previously, TransNamib Holdings Ltd. (TNHL) has had issues with their intra-company 
communication as well as their external communication and customer engagement. 
These two separate issues are interrelated but warranted their own individual research 
questions. This section of the paper describes the two distinct research questions. 
Further, it establishes research objectives for each of our research questions, and 
outlines the plan of action for collecting and analyzing data. 
3.1 Addressing TransNamib’s Communication Issues 
Our overarching objective was to create an action plan and make 
recommendations to improve TNHL’s intra-company communication. To do so, we 
posed the following research question: 
 
RQ 1: What are TNHL’s current intra-company communication practices, how 
effective are they, and how can we improve them to be similar to the best regional and 
global practices? 
 
To approach this question, we further disassembled it into a series of research 
objectives. In order to answer our research question, we: 
 
● Assessed the current company culture, 
● Identified the extent of organizational identification,  
● Identified the extent of vertical and horizontal communication, and 
● Used the information we gathered to contextualize and understand the 
impacts of current communication practices at TNHL. 
3.1.1 Company Culture 
Company culture is the “personality” of a company. Our first step was to assess 
and map the company culture of TNHL. However, there is always potential for a 
disconnect between how leadership perceives company culture and how employees 
perceive company culture. Commonly, leadership may attempt to cultivate a company 
culture that is far from the reality that employees interpret. To begin, we conducted a 
series of semi-structured interviews with managers from different departments. At 
TNHL, there are five broad departments: Operations, Sales, Properties, Engineering, 
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and Human Resources. Semi-structured interviews allowed the interviewee to not be 
constrained within a rigid set of questions. We opened the interview with some general 
discourse about TNHL. After this, we used a six-question guided questionnaire adapted 
from the Competing Values Model discussed in Section 2.3.1. This included questions 
similar to the one shown in Figure 7 below. A full compilation of the six interview 
questions is shown in Appendix A. Ultimately, the best way to assess company culture 
was to directly ask about it. We worked with Michael Feldmann at TNHL to ensure that 
our questions remained culturally appropriate. 
 
 
Figure 7: Example questions used to probe for each type of company culture 
 
Each of the four company cultures in the competing values model (group, 
developmental, rational, hierarchical) have distinct characteristics. We formulated 
questions to test for the presence of each. In our questionnaire, each of the six questions 
had a total of 100 points for supervisors to distribute amongst four possible responses. 
Each one of the four responses represented one of the four quadrants in the Competing 
Values Model. When considering the four descriptions, managers were prompted to 
assign the highest amount of points to the description that matched TNHL the most. 
Any of the options could theoretically receive responses that range from 0 to 100 points, 
though the total for all four descriptions under each question must equal 100. Each 
response consistently represented one of the four company cultures in the Competing 
Values Model, and thus we averaged the responses to each question for each supervisor. 
Then, we averaged the overall responses to get an overall model of the company culture 
as the supervisors view it. 
Determining just the company culture without much context is not helpful. In our 
semi-structured interviews we needed to ask not only what the company culture was but 
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also for examples or anecdotes about why employees perceived it to be that way. This 
was the major advantage of the semi-structured interview. Employees and supervisors 
had the freedom to expand on concepts and ideas that we may not have even known to 
ask about. We would prompt them with questions pertaining to culture and allow them 
to elaborate. Often, as supervisors filled out the survey they gave verbal feedback that we 
asked them to elaborate on. 
Ultimately, we attempted to gather not only the company culture data but also 
how​ TNHL management perceives this culture to impact the company. A good tactic in 
this case was laddering. This approach involved starting with a large, central concept 
and slowly dismantling the concept into its constituent parts. At some point, this 
unpacking of concepts “bottomed out” when concepts could no longer provide further 
insight. The goal was to systematically unpack a central concept by continuously asking 
“How can we tell that something is X?” (Rugg & Petre, 2007). This concept can be best 
illustrated with an example. If a manager stated that a core value of TNHL was 
timeliness of deliveries, we asked, “How can you tell that timeliness of deliveries is a 
core value of TNHL?”. The manager may have then stated that trains arrive on time and 
that yard supervisors emphasize efficiency. Perhaps “trains arriving on time” has 
bottomed out, but we were still able to ask, “How can you tell that yard supervisors 
emphasize efficiency?.” Perhaps the manager then talked about the behavior of the yard 
supervisors in detail and continued to unpack the fine details that all relate back to the 
central concept of timeliness. The important part was that, along the way, interviewees 
felt apt to share examples and anecdotal evidence which we noted. This method of a 
semi-structured interview in conjunction with laddering also prompted managers to 
honestly assess how they perceived the culture and how this culture impacts the 
company as a whole. If the company, for example, values employee input but was not 
actively allowing much employee feedback then there was a clear disconnect between 
intended culture and reality. The purpose of this first step would be to establish a 
baseline for what management assumes to be the company culture and to see what 
practices are in place to support the culture. 
Company culture as management intends it may not always be what the 
employees perceive. Semi-structured interviews remained the method of choice for 
acquiring data from employees. Being friendly to employees and gaining their trust was 
essential to harvesting rich, descriptive data. We also emphasized that all feedback and 
data was anonymous during all of our data collection. We wanted to ensure that 
employees provided honest feedback without fear of repercussions. In fact, we did not 
even collect the names of ground-level employees. Important details such as time spent 
working for TNHL and feelings about the company were collected. The interviews were 
conversational in nature, eventually covering more serious topics regarding company 
culture; we wanted employees to feel as if they could be honest and open regarding how 
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they perceive TNHL and its culture. To survey the company culture through employees 
we were interested in their beliefs about core values and their direct experiences. We 
started again with the same six-question questionnaire as shown in Appendix A; this 
was the exact same questionnaire as the one given to managers. This again was used to 
establish a rough estimate of the company culture as defined by the Competing Values 
Model. Any anecdotes and examples employees could give were also be noted. The 
process for understanding the employee perception of company culture very much 
mirrored that of the data collection for managerial perception. 
We used this data to find the cultural orientation for TransNamib as described in 
Section 2.3.1. To recap, group culture is characterized by flexibility and an internal 
employee maintenance to foster a sense of belonging. Developmental culture is flexible 
and externally driven with an emphasis on innovation and growth. Rational culture is 
characterized by an external focus and stability; it demands well-defined objectives, 
results in market competition, and achievement. Hierarchical culture, which is 
internally-focused and stable, emphasizes control, regulations, and order (Denison & 
Spreitzer, 1991). Ultimately, the company culture data that we collected from TNHL was 
separated into two categories: managerial perception and employee perception. Each 
orientation for each employee or manager has an average score from 0-100 for each of 
the four categories. The split for a perfectly-balanced company would be 25 points in 
each category, though this is unrealistic. 
Below in Table 3 is a sample of data collected from employees that has been 
categorized and averaged to find an approximate distribution of company culture. In 
this sample, the results indicate that the company is heavily skewed towards group and 
rational cultures, but developmental and hierarchical cultures are underrepresented.  
 
Employee Group Developmental Rational Hierarchical 
A 35 15 30 20 
B 28 22 32 18 
C 30 20 28 22 
Total 93 57 90 60 
Average 31 19 30 20 
Table 3: Hypothetical data collected from employees 
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Ultimately, the analysis entails comparing the managerial and employee data that 
we collect. A major focus will be on looking for differences, or disconnects, between 
what the employees and managers report as the company culture. This will be our first 
check of intra-company communication. 
3.1.2 Organizational Identification 
As mentioned in the literature review, to identify with an organization means that 
the values and goals of the employee align with the values and goals of an organization. 
Therefore, an employee commits to the company. As discussed in Section 2.3.3, 
Postmes, Tanis, & de Wit (2001) state that organizational identification is a result of 
vertical communication. Therefore, we used organizational identification as a barometer 
to measure the effectiveness of existing vertical communication. To assess the degree of 
organizational identification of employees, we created a short questionnaire composed 
of only questions with seven-point Likert scales. This short questionnaire is included in 
Appendix B. Literature on survey design suggests that seven is the optimal number of 
response points; there are two strongly-defined end points and five points between. 
Additionally, there is a definitive midpoint that allows for a truly “indifferent” response 
(Rugg & Petre, 2007). See Figure 8 below for a sample question that was used to probe 
organizational identification. We chose to administer the survey to both employees and 
managers; as we gave the survey, we also spoke with the employees and managers. Rugg 
& Petre (2007) suggest that sending out surveys generally yields an incredibly low 
response rate. In the instance of a company, such as TNHL, using managers to force 
employees to fill out surveys results in “dealing with conscripts, not volunteers, many of 
whom will resent being forced to spend time on the questionnaire and will give 
unhelpful, misleading or otherwise unhelpful answers” (Rugg & Petre, 2007). As we 
wished to get the most accurate and useful responses possible, it was optimal to 
administer these surveys when convenient and while talking to employees. Moreover, 
walking them through the survey allowed them to ask questions when they were 
confused, and it increased the validity of the study in doing so. We made the survey only 
a page long because long surveys tend to be aggravating and tend to generate a less 
genuine response (Rugg & Petro, 2007). 
 
 
Figure 8: An example statement with a 7-point Likert scale response 
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The statements were used to see to what degree employees identify with the 
company. Statements included “I usually say ‘we’ instead of ‘they’ when I talk about this 
company” or “This company’s successes are my successes.” Mokesness (2014) has 
compiled seven individual statements that can be used to accurately survey the degree of 
identification employees or managers may have with a company; an adaptation of his 
work to better suit our needs was a very valid way of creating this questionnaire. A short 
questionnaire was an easy tool to gauge organizational identification. The fact that it 
was entirely composed of Likert scale statements increased willingness to complete the 
survey, and made analyzing the data simple.  
The reason we collected this data was to understand the degree to which 
employees commit to and identify with the company. In Section 3.1.1 we planned 
collection of information that would reveal the orientation of company culture and this 
questionnaire showed how committed employees or managers are to that culture. If 
employees and managers are not “buying in” to the company culture there will be 
various issues such as low morale, less productivity, and a lack of satisfaction. Postmes, 
Tanis, & de Wit (2001) state that organizational identification is a direct result of good 
communication practices. Thus, measuring organizational identification was beneficial 
to our study overall. We collected quantitative data that directly told us how much 
employees do or do not identify with the company. This, combined with the congruence 
(or lack thereof) between managerial and employee company culture perceptions, are 
telltale signs of the communication practices of TNHL. If employees do understand the 
culture identically to the managers but do not align themselves with it, then there are 
issues relating to hiring those with similar values and goals. If the company culture is 
perceived differently by employees and managers and there is a lack of commitment by 
either, there is the potential that communication is a major shortcoming; in this 
instance improving communication of company goals and values could then cause 
employees to understand and align, improving TNHL’s productivity and effectiveness 
immensely.  
 3.1.3 Vertical and Horizontal Communication 
As mentioned in Sections 2.3.2 and 2.3.3, vertical and horizontal communication 
play crucial roles in a company. Vertical communication leads directly to organizational 
identification which can be immensely beneficial for a company. Horizontal 
communication, which is not nearly as important in facilitating organizational 
identification, is important it its own right; horizontal communication is crucial for 
day-to-day activities and is important for interpersonal relationships (Bartels et al, 
2010). Both communication types were measured very similarly to the previous section. 
We administered a short questionnaire composed of seven-point Likert scale statements 
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to employees and they provided us with valuable information. The most essential piece 
was that the survey had to accurately uncover the feelings of employees about current 
communication practices at TNHL. However, this survey was not limited to only 
bottom-level employees. It was essential to get feedback from both managers and 
employees to locate any obvious differences in perspectives of vertical communication. 
Questions contained in this survey probed both vertical and horizontal 
communication. Sample statements to test vertical communication for employees were, 
“Management listens when employees provide feedback” and “Management effectively 
communicates our daily objectives.” The full employee questionnaire is shown in 
Appendix C. If questioning managers, a questionnaire asked “Management accurately 
assigns tasks to employees” or “Employees give feedback to management regularly.” The 
survey we used on managers is a slight adaptation of the survey used for the employees 
and is shown in Appendix D. In this instance, it was important to assess both employees 
and management to locate any disconnects. Both the bottom-up and top-down 
directions of vertical communication were assessed and compared. Using this 
questionnaire assessed the effectiveness of existing channels of communication and saw 
if they were working as intended. Mixed in to this same survey were questions that are 
designed to probe for horizontal communication. For example, the survey asked 
questions such as, “I alert others in my department if there is an issue with our work” or 
“I ask for help from others in my department when needed.” Ultimately, this survey 
probed for both horizontal and vertical communication practices. Using the Likert scale, 
we assigned quantitative values to each response and will analyze the results in the 
following sections. 
Moreover, it was worthwhile to not only help employees with questionnaires but 
also casually talk to the employee before. Using a semi-structured interview was integral 
in helping to dive deeper into the employees’ thoughts about communication. The 
interview was opened with a question such as, “What do you think of the current 
communication practices here at TNHL?” and letting the employee talk. It was good to 
gently steer the conversation towards their feelings as well as some basic questions 
regarding the channels of communication used at TNHL. We used questions such as, “Is 
communication usually done face-to-face, through email, through a phone call, or 
through another medium?” and, “How do employees feel about the channels of 
communication that are regularly used?”. The semi-structured interviews allowed us to 
get employee input without being confined strictly by the survey questions. The 
interviews were ultimately used to probe individual experiences and anecdotes which 
were important to our study. They helped to add context to the quantitative data 
collected through our surveys. We could not simply analyze the whole company based 
on Likert scale responses but also needed to identify specific issues regarding 
communication within the company. It was not simply enough to know that there was or 
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was not communication issues within TNHL based on responses to our survey; it was 
important to understand ​why​ these issues did or did not exist. Gathering unique 
employee input through a semi-structured interview was an ideal choice.  
This blend of a questionnaire and semi-structured interviews provided a 
complete perspective of the communication practices at TNHL. The questionnaire gave 
quantitative responses to the overall communication practices and the interviews helped 
to provide context for the numerical responses. A healthy combination gave us a 
complete picture and then helped us relate back to the company culture and 
organizational identification discussed before. 
3.1.4 A Complete Understanding 
This methodology utilized the following: 
 
● A survey to map company culture 
● Interviews regarding company culture and communication 
● Questionnaires regarding organizational identification and 
communication 
 
The overarching goal was to paint a complete picture of the communication 
situation at TNHL. First, we assessed the company culture and mapped it. We carefully 
observed if there is a disconnect between management and employees on the perceived 
company culture. Then, we checked to see if employees are committed and identify with 
TNHL. These two first steps acted as a barometer to examine the status of 
communication without directly asking questions pertaining to communication. Then, 
the final step was to tie it all together by examining the feelings about channels of 
company communication as well as the effectiveness of them. We needed to 
continuously collect data but also needed to ensure that we had appropriate context for 
it; it was not enough to gather quantitative values. We must have a solid understanding 
as to ​why​ employees feel a particular way about communication, whether it be good or 
bad. It is only this understanding that allowed us to make helpful recommendations to 
TNHL based on what we observed. It is only through a deep understanding of TNHL’s 
current communication practices that we could suggest how to improve them. 
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3.2 Analyzing Passenger Communication 
The second goal of our project was to address the lack of communication between 
TNHL and its passengers. To accomplish this, we asked this research question: 
 
RQ 2: What are TransNamib’s current passenger communication practices and 
how can they be improved? 
 
In order to effectively come to a conclusion, our research question was divided into the 
following research objectives: 
 
● Assess pre-trip communication, 
● Assess platform communication, 
● Assess train communication, 
● Assess customer communication preferences  
3.2.1 Participants 
The participants in our study were passengers currently riding a TransNamib 
train, standing on the platform, or waiting in the train station. We surveyed people 
currently riding trains and those waiting at TransNamib stations, because we knew that 
they used the services and were therefore our target population. 
We did not need any other participants, as the rest of the research was fieldwork 
done by us. This fieldwork did not require participants, as it was exploratory and 
observational. 
3.2.2 Design 
The research method we used was a combination of analysis and surveys. 
Communication analysis determined what passenger communication services 
TransNamib had, and surveys determined the communication preferences of 
passengers. 
In our context, communication analysis entailed acting as passengers and riding 
the passenger rail services offered by TransNamib. As passengers, we observed the 
hardware and software present in the station, the platform, and the train. We also noted 
how staff communicated with us, and how informed we felt about train updates, our 
location, and our approximate arrival time. 
In addition to conducting groundwork studies, we surveyed TransNamib’s 
passengers to determine the ideal mode of communication for them. We sought to find 
“the ideal mode of communication” for passengers because we did not know how they 
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would prefer to be communicated with. For example, in America, social media is a 
reliable way to reach people. However, communication preferences might be vastly 
different in Namibia. We used surveys to determine how TransNamib should best 
communicate important updates to its passengers. 
3.2.3 Procedure 
Two different procedural methods were used for communication analysis and 
survey administration. The procedure for exploration is detailed in section 3.2.1.1., and 
the procedure for survey administration is detailed in section 3.2.1.2. 
3.2.3.1. Communication Analysis 
To analyze TransNamib’s passenger communication services, our group assumed 
the role of passengers trying to ride TransNamib’s passenger trains. As we did this, we 
made note of: 
 
1. TransNamib’s pre-trip information 
2. TransNamib’s platform information 
3. TransNamib’s onboard information  
 
Pre-trip, platform, and onboard information were chosen as important because 
the problem statement asks for it, and because Caulfield and O’Mahoney (2007) listed 
these as stages the passengers go through when riding a train. Different types of 
information available through these stages include the internet, real-time passenger 
information (RTPI) displays, mobile phone technology, information kiosks, and 
paper-based information (Caulfield & O’Mahoney, 2007).  
To analyze TransNamib’s pre-trip information, we tried to acquire information to 
plan our trip from TransNamib’s: 
 
● Website 
● Paper timetables 
● Information kiosks 
● Mobile phone technology  
● RTPI displays 
 
Our criteria for analyzing this information was its availability and its reliability. If 
we were unable to comfortably plan our trip because of a dearth of pre-trip information, 
TNHL was advised to improve pre-trip communication through suitable avenues. 
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To analyze TransNamib’s platform communication, the team will visit several 
TNHL train stations. While at the stations, the team will be looking for: 
 
● Announcements about 
○ Departures 
○ Arrivals 
○ Tracks 
○ Delays 
● RPTI displays about 
○ Departures 
○ Arrivals 
○ Tracks 
○ Delays 
 
All of these criteria are important. Announcements are vital because they can be 
given faster than signs can be changed, but signs are just as important because 
passengers can miss (or mishear) announcements. In addition to having 
announcements and signs, TransNamib must also include the information listed above. 
Train departure and arrival times are necessary information for passengers to know so 
that they are able to board their train in time. The track that the train will be on is also 
important so that passengers can board the correct train. Additionally, delays must be 
communicated so that passengers can know how long they should wait for their train, or 
if they should arrange alternate transportation plans because the delay is too long for 
them. 
 
To analyze onboard communication, we rode TransNamib rail lines and looked 
for: 
 
● Announcements about 
○ Departures 
○ Arrivals 
○ Tracks 
○ Delays 
● Informational signs about 
○ Departures 
○ Arrivals 
○ Tracks 
○ Delays 
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3.2.3.2 Train Passengers 
When searching for survey participants, our group approached train passengers 
at stations, on platforms, and on trains. We asked two preliminary questions: “do you 
speak English?” and “do you mind completing a short survey about TransNamib’s 
passenger service?” If the passenger replied yes to both of these questions, the 
passengers were directed to the questionnaire in Appendix E— Passenger 
Communication Survey. 
 
All of these questions were designed to gauge the possible methods of 
communication with the passengers and the points of the rail service that the passenger 
thinks need the most improvement. This data led to practical solutions for the company 
that have been decided on by the people that are most affected - the passengers.  
3.3 Sampling Procedures 
TransNamib has a very well-defined organizational structure with distinct 
departments and divisions within the company. We found it important that each 
department has representation because it was unclear if different departments would 
have different perspectives regarding company culture, organizational identification, 
and communication. Therefore, we wanted to select a sample in which all of the 
different areas of the company were represented. To assess company management we 
wanted to speak to executives, department managers, middle management, and 
supervisors. We wanted to include management across many departments such as 
Operations, Finance, Properties, Human Resources, and Engineering. To assess 
employee feelings, we wanted to speak to employees in many different departments. Our 
goal was to speak to laborers, administrative assistants, and clerks in the Locomotive 
Depot, Marshalling Yard, and Carriages and Wagons. We also wanted to speak to 
employees in the Headquarters such as secretaries and employees in the TransNamib 
Store. Lastly, we wanted to speak with employees at the Windhoek station. Additionally, 
we wanted to survey employees not only in Windhoek but also at other stations. We 
chose to sample this way because we wanted to ensure that opinions across all 
departments were accurately captured in our data collection. 
Once we had selected our sample we chose to aim for data saturation. We wanted 
to collect data from each of the aforementioned stratas until no new information was 
being uncovered. We decided that data saturation would be when surveys and 
information from interviews revealed no new themes or trends. We were looking for the 
point at which after so many managerial interviews and so many employee surveys we 
would be gathering no new interview data. Furthermore, we wanted to find a point 
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where quantitative responses to the questionnaires and surveys were numerically 
similar to the overall averages. We were looking for a point where most employees were 
answering with values similar to the average and thus their responses would have 
minimal influence on changing the average. Therefore, this is what we aimed for when 
we administered our surveys and analyzed our data. 
3.4 Making Recommendations 
Ultimately, we used both portions of our methodology to generate feasible 
recommendations through TransNamib. Only through understanding both their current 
internal and external communication practices were we able to make recommendations 
on how to improve them. As we experienced working with TransNamib, we got a sense 
of how the company flows and operates. This, coupled with feedback from managers, 
employees, and passengers helped us to understand the appropriate recommendations 
to make. Though being competitive with the best global rail services may seem 
unattainable, it is entirely possible that our recommendations could aid in making 
TransNamib competitive with the best regional practices, specifically those of nearby 
countries. 
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Chapter 4: Findings 
In this section we discuss the results of our semi-structured interviews and 
surveys, and our observational studies. Our first surveys were administered to 
executives, managers, supervisors, and general employees with the hopes of assessing 
company culture, communication practices, and organizational identification. Before we 
administered the surveys, we also conducted interviews with everyone we administered 
surveys to. Our findings include both qualitative and quantitative data collected from 
employees at the headquarters, the marshalling yard, the goods shed, the locomotive 
depot, the Windhoek station, and the Swakopmund station. Ultimately, we interviewed 
16 members of management and 19 ground-level employees. The second portion of data 
collection involved interviewing and surveying passengers. We rode the train from 
Windhoek to Swakopmund and back and managed to interview 28 passengers during 
these rides. Once again we collected both qualitative and quantitative data from the 
passengers in hopes to understand how TransNamib communicates with passengers. All 
surveys administered were uniform, though interviews were not necessarily as they were 
informal. We kept the people we interviewed focused on the topic of communication and 
asked similar questions in each interview but allowed the person interviewed to 
elaborate as they wanted.  
4.1 Assessing Company Culture 
After collecting our data, we found that both employees and managers believe 
that the company has a hierarchical culture as indicated by the company culture 
surveys. On average, hierarchical culture was dominant and developmental culture 
lacked. The group culture and rational culture were close to the ideal average value of 25 
in both employee and managerial responses. Though the average overall responses 
follow a similar pattern, the responses to each of the six individual questions were not as 
close. The employees and managers had differences in the perception of company 
culture in the individual questions. The average company culture responses for both 
employees and managers are shown in Table 4. A breakdown of the company culture for 
each individual question is shown in Appendix F.  
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AVERAGES Employee Managerial Difference 
Group 23.63 23.67 0.04 
Developmental 22.35 19.27 3.09 
Rational 24.42 25.06 0.64 
Hierarchical  29.60 31.78 2.19 
Table 4: The average value for each of the four company cultures in the Competing 
Values Model. 
 
 The data shown above in Table 4 is represented visually in Figure 9 below. As 
shown in the figure, the company culture graphs for both managers and employees are 
incredibly similar in shape. Therefore our quantitative data indicates that employee and 
managerial perception of company culture are similar. 
 
 
Figure 9: Managerial versus employee perception of company culture. 
 
In addition, we discovered plenty of qualitative data that demonstrated that 
hierarchical culture dominates. There are incredibly distinct levels of employees at 
TransNamib. Throughout the company there are very defined tiers that range from 
executives to ground-level employees. At the locomotive depot there are the mechanics, 
supervisors, senior engineers, and the Chief of Locomotives. Every employee we spoke 
to was well aware of the structure of the company. This hierarchical structure is 
exemplified by the communication system at TransNamib. This communication system 
acts much like a ladder with many rungs. If an employee wishes to give feedback to top 
management he must first contact his immediate supervisor. His supervisor must 
contact the person right above him and so on until the message reaches the top.  
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Similarly, if executives want to disseminate information to ground-level employees, they 
pass it to upper management first. Eventually, the information reaches the bottom of 
the ladder. Many interviews revealed that bypassing a person in the chain is rare as, 
“certain leaders may feel undermined if skipped.” Additionally, a hierarchical culture is 
marked by the desire for smooth operations, dependable delivery, and governance by 
formal procedures. As indicated by many employees in Operations, the company is 
centered around the timely delivery of freight and passengers. Many of the formal 
procedures are mandated by the government. The hierarchical culture is quite apparent 
at TransNamib and appears in every facet of the company. 
Developmental culture has the lowest score for both employees and managers. As 
stated by Michael Feldmann in our original project description, “TransNamib has not 
changed in over twenty years.” One employee we interviewed indicated his frustration 
with the inability of the culture to change, saying, “they don’t want company culture to 
change, they want to keep it like 1950-something.” He felt that TransNamib is having 
difficulty acquiring young talent because of their reputation as well as their outdated 
technology and methods. He indicated that TransNamib does not have the desire to 
acquire and train new employees. He suggested that without the ideas of new, younger 
employees the company remains stuck in their ways. Therefore, they lack the ability to 
be entrepreneurial.  
Interestingly, both managers and employees mentioned the public perception of 
TransNamib as harmful to the culture. A couple of our interviewees indicated the public 
perceives TransNamib as a dysfunctional governmental organization. In particular, the 
public has a poor perception of the passenger service. Overall, this has given 
TransNamib a poor reputation. One manager indicated that “90% of the time people are 
angry and are hardly optimistic” and stated that this is a result of the public perception. 
Therefore, she feels that she has to be optimistic and soft when talking to coworkers as 
they are often negative. Regardless, she felt that outside influence, such as public 
perception, was impacting the culture by making people more negative. A subsequent 
interview we conducted exemplified this point. One employee indicated that only his 
family knew he worked for TransNamib. He was fairly negative about the company and 
actually indicated that much of this was because of TransNamib’s reputation. This 
sentiment of embarrassment was echoed by a couple other employees, and though it 
was not a majority, it was a notable observation.  
Another intriguing finding was that in our company culture survey, as shown in 
Appendix A, two employees and one manager stated that none of the four descriptions 
in any question fit the company. In fact, these employees wrote a zero in every space. 
One manager indicated that TransNamib is a special case of a government-imposed 
monopoly and thus none of the descriptions truly fit the company. Both of the 
employees expressed frustration and stated that the company has no true culture within 
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the scope of the Competing Values Model. They said that TransNamib, “does not fit into 
a mold like a normal company” due to the parastatal nature of the organization. A 
majority of people did not express this sentiment, though it is of note. 
4.2 Assessing Horizontal and Vertical Communication 
After assessing company culture, we also had a survey dedicated to company 
communication. The goal of this survey was to assess both the vertical and horizontal 
components of company communication at TransNamib. The surveys administered to 
employees and managers differed marginally and the questions can be seen in 
Appendices C and D. We administered 16 surveys to managers and 19 surveys to 
employees. 
 
4.2.1 Vertical Communication 
As explained in the literature review, “vertical communication relies on the 
passing of information between different tiers of the hierarchy.” This is composed of 
both upward and downward communication. A company that exemplifies good vertical 
communication would succeed in allowing employees to communicate upward to their 
superiors, and would also allow management to communicate messages downward to 
their subordinates. 
Everyone in TransNamib has a boss. Ground-level employees have their 
supervisors, who have their own supervisors and managers. These managers answer to 
EXCO members. EXCO members report to the CEO and the Board of Directors.  
As shown in our data and mentioned previously, TransNamib managers and 
employees both identify their workplace as a primarily hierarchical company. This is 
very apparent when discussing vertical communication with those interviewed in a 
variety of positions. Communication within the company can be described like climbing 
a ladder. If an employee on the ground level needs to communicate with someone in top 
management he must first speak to his direct supervisor, then, if approved, go to his 
supervisor, and go step by step up the ladder before finally potentially having his 
concern voiced to someone in top management. In most circumstances, there is no way 
to circumvent every rung on the ladder. A notable exception is the locomotive yard, 
where the Chief of Locomotives has an open door policy and will let any mechanic or 
other ground level employee skip a rung or two to speak with him.  
Table 5 shows data from the survey given to both managers and employees. They 
answered on a 7 point scale, where a score of 1 meant strongly disagree, a score of 4 is 
neutral, and a score of 7 meant strongly agree. One notable piece of data is that on 
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average, neither employees nor managers agree that, “In this organisation, the lines of 
communication are ‘open’ all the way to top executives.” Also interesting was that 
employees indicated that they felt comfortable sharing ideas with their manager but 
managers did not agree with this sentiment. Lastly, both managers and employees 
neither agreed nor disagreed that management does an excellent job of keeping 
employees up to date with TransNamib’s profitability, competition, growth, and 
opportunities. Complete data for the responses to the communication survey are shown 
in Appendix G and the original questions are shown in Appendices C and D. 
 
 Managerial Score 
(average, 1-7 scale) 
Employee Score 
(average, 1-7 scale) 
Employees feel comfortable 
sharing ideas with their manager 
3.75 5.32 
In this organization, the lines of 
communication are "open" all 
the way to top executives. 
4.06 3.68 
Management does an excellent 
job of keeping employees up to 
date with TNHL’s profitability, 
competition, growth, and 
opportunities. 
4.00 4.37 
Table 5: The average management (n=16) and employee (n=19) scores for three survey 
questions regarding vertical communication 
 
4.2.1.1 Upward Communication 
For a company to have successful upward communication, an employee should 
be able to efficiently get their message passed along to their superiors. As described, 
TransNamib operates in very stepwise fashion, where each message must be passed up 
from employee to his direct supervisor. This leads to many issues.  
The first issue is filtered information. Imagine a ground-level employee has an 
issue they feel very passionately about. If this employee tells their supervisor, and he 
doesn’t care about the issue, he can choose to simply not pass the concern to his 
supervisor, then it dies there. This can be an active act of information suppression, or 
simply a supervisor forgetting to pass the idea up the chain. Regardless of the intent, 
information is lost.  
The second issue is confidentiality and anonymity. This style of vertical 
communication dictates that workers do not have the opportunity to make anonymous 
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complaints. This could lead to them withholding an issue in an effort to not 
self-incriminate.  
The step-by-step system isn’t without merit. It encourages some issues to be 
resolved on a small scale and for people to confront their own problems. People also 
know their supervisors, so the structured channels are familiar. 
 
4.2.1.2 Downward Communication 
Downward communication is when someone passes a message along to their 
subordinate. In TransNamib this is still a stepwise process. There is only one example of 
information being uniformly distributed from company management to all employees. 
This is the weekly, three-page company bulletin. This bulletin has been mentioned in 
numerous interviews from both employees and managers. They mentioned it being 
fairly new to the company, but leading to an increased understanding of the inner 
workings of the company for all workers. Beyond this bulletin, there is no unified 
downward communication.  
If the CEO wants a message disseminated to every single employee he would tell 
the heads of departments, who would tell the managers under them (likely by email or 
WhatsApp), who would pass it on until it ends up at a lower level supervisor. This 
person would print out the announcement and tack it to a physical notice board for 
employees to walk up to and read.  
If any step along the way is compromised, the message is not passed along. 
Sometimes this is an active omission of information. One manager mentioned that some 
supervisors do not tell employees about training opportunities, because if the employees 
leave for training they aren’t working on the floor. Sometimes information isn’t actively 
withheld but still isn’t passed along. A manager explained that once she went on leave 
for two weeks. Her supervisors, who knew that she was on leave, sent important 
information to her email address that she was supposed to disseminate to her 
subordinates in a timely fashion. She came back from leave to find these messages 
sitting in her inbox, not passed along to the people who needed them. She did not 
actively choose to withhold information, but due to the entrenched step by step 
communication system at TransNamib the information was still not sent to the proper 
people. 
4.2.2 Horizontal Communication 
Horizontal communication is when someone in the company communicates with 
a peer on the same tier in the hierarchy. When two mechanics are working on 
maintenance for a locomotive together they are communicating horizontally. When a 
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few sales consultants come to work early to eat breakfast together they will also 
communicate horizontally. 
TransNamib employees report good horizontal intradepartmental 
communication. One mechanic explained how he and his coworkers love making jokes, 
and how just about any small disagreement is settled over a day or two, usually with 
jokes. A sales consultant explained that she and her fellow sales consultants often have 
meals together, both inside and outside of work hours.  
The story is a bit different interdepartmentally. Employees reported having issues 
communicating with those in other departments. One sales manager attributed this to 
having different skill sets and training. He explained this by saying that he and his sales 
colleagues are customer-facing people who need to always be reachable by email. When 
he emails a colleague from engineering the response may be slower or non-existent .  
Table 6 shows data from the survey given to both managers and employees. They 
answered on a 7 point scale, where a score of 1 meant strongly disagree, a score of 4 is 
neutral, and a score of 7 meant strongly agree. It is interesting to note that on average 
neither managers nor employees would agree with the statement, “my colleagues are 
really open with each other.” In general, questions probing horizontal communication 
received quantitative responses similar to that of vertical communication. Interestingly, 
interviews revealed that employees felt horizontal communication to be very strong. 
One employee in the Locomotive Depot indicated that he enjoys joking around with his 
coworkers and that they have a strong relationship that makes horizontal 
communication easy. Most of the reports of successful horizontal communication from 
interviews are within a department. The fairly low scores reported in Table 6 may be 
attributed to poor horizontal communication across the entirely company. Conversely, 
interviews revealed that many people had issues with the laddering system of vertical 
communication as discussed in Section 4.2.1. Complete data for the responses to the 
communication survey are shown in Appendix G and the original questions are shown 
in Appendices C and D. 
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 Managerial Score 
(average, 1-7 scale) 
Employee Score 
(average, 1-7 scale) 
My colleagues are really open 
with each other 
3.88 4.37 
My colleagues and I regularly 
talk to each other about 
organizational developments 
4.13 5.00 
Most of the information I receive 
on a daily basis comes from my 
co-workers. 
4.75 4.47 
Table 6: The average management (n=16) and employee (n=19) scores for three survey 
questions regarding horizontal communication 
4.3 Assessing Organizational Identification 
We administered identical surveys to both employees and managers regarding 
organizational identification. The results of the organizational identification survey for 
both employees and managers are listed in Table 5. The original questions are listed in 
Appendix B. In eight out of the twelve questions employees had average responses 
indicating that they identified more closely with the company than the managers. 
Interestingly, Question 7 asks if a bad report regarding TransNamib in the press causes 
embarrassment. Employees indicated that they felt much more embarrassed if a 
negative story were to emerge. Employees also felt much more that limitations applying 
to the average TransNamib worker also applied to them as indicated in Question 10. 
Other than this, many of the responses are very close to one another in a quantitative 
sense. Both employees and managers indicated fairly strongly that they often use “we” 
instead of “they” when talking about TransNamib (Question 3) and that TransNamib’s 
successes are their successes (Question 4). Moreover, Question 12 indicates how 
strongly people identify with the company. Managers gave an average rating of 5.74 out 
of 7 (82%) and employees gave an average rating of 5.69 out 7 (81%), meaning that 
overall employees feel that they identify fairly strongly with the company. 
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QUESTION Employee Manager Difference 
1 4.89 4.71 0.39 
2 5.42 5.71 0.28 
3 6.21 6.57 0.28 
4 6.79 6.14 0.67 
5 5.95 5.71 0.24 
6 4.63 4.10 0.61 
7 6.16 5.10 1.14 
8 3.53 3.00 0.33 
9 5.32 4.43 1.05 
10 5.26 4.10 1.33 
11 6.16 6.19 0.09 
12 5.74 5.95 0.28 
Table 7: Organizational identification survey results 
 
During our interviews, we had an overwhelming majority of people, both 
employees and managers, pleading with us to help the company. This is a great example 
of organizational identification. This made it clear to us that the employees at 
TransNamib, for the most part, really care about the company and want it to succeed. 
Many people, especially people within Public Relations, expressed embarrassment with 
negative stories in the news and how they want to turn the reputation of the company 
around. The one instance where we experienced an outlier was with a ground-level 
employee who said he was not proud to work for TransNamib, as discussed in section 
4.1. However, most employees and managers alike showed genuine concern for the 
company and strong desire for it to improve and succeed through better communication 
practices and general increased identification and pride within the company.  
4.4 Assessing Passenger Communication 
To assess communication to passengers, we conducted a two-part study.  Firstly, 
we did an observational study where we rode the trains and recorded our experiences. 
Secondly, we surveyed passengers to understand their perceptions of current 
communication practices and to note what alternative communication methods they 
would find helpful. 
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4.4.1 Passenger Communication Observations 
To find information about the train, we relied on asking officials at TransNamib. 
Our sponsor and the station master were both very informative, and they told us that 
the trains only run at night, the trip takes the entire night, and the trains only run four 
nights a week -- Sunday, Tuesday, Thursday, and Friday. We learned the train routes 
through our sponsor as well, but we only knew the stop that we were getting off on -- we 
were not informed of any additional stops until we were on the train. We also did not 
learn the price of our tickets prior to boarding the train. 
During our observations, we visited two platforms -- the Windhoek platform and 
the Swakopmund platform. The Windhoek platform did not have any signs or 
announcements to apprise passengers of the train status, but it did have employees that 
we could ask for help if we needed it. However, the Swakopmund platform had no 
information present, and it was not staffed by employees. Additionally, the 
Swakopmund platform was about 700 meters away from the station and any nearby 
roads. This was quite confusing for us because it appeared as if we were being dropped 
off in the middle of nowhere, with no easily accessible means to progress on our journey. 
Furthermore, the Swakopmund platform was designed in such a way that there is 
a large gap between the train and the platform. This makes it difficult to board and exit 
the train, and it has led to children falling down through the gap. The Swakopmund 
platform is also not equipped with functional lights, which can make the station 
hazardous for the lone traveler waiting for their train at night. Another hazard present at 
the platform is the broken glass scattered on the ground from smashed alcohol bottles. 
Additionally, the Swakopmund station does not have bathrooms, so desperate 
passengers who are stuck waiting for their train relieve themselves in the dark corners of 
the platform or next to the tracks. All of these aspects lead to an unpleasant and unsafe 
and often extended waiting time at the extremely unequipped platform.  
On the train, there are no signs or announcements that inform passengers of the 
train's status. No one (including the train attendant) knows the train's approximate 
arrival time to stations, and no one knows exactly where they are in the desert. When 
arriving at stations, veteran passengers know what station it is because they recognize it, 
but new passengers must ask the train attendant (if present) for assistance or must hope 
that the station is labeled. However, there were many times when the train stopped 
seemingly without reason, and passengers were just left to wonder why. 
There was a delay during our return trip when the train stopped unexpectedly at 
4:30 AM. After about half an hour of waiting, passengers started to get uncomfortable. 
At the two hour mark of waiting, passengers started asking us questions, as we had 
previously identified ourselves as TransNamib employees. After we clarified that we 
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were just as much in the dark as they were, regular passengers began to speculate that 
we were stopped waiting for the other train so staff could switch over. During this 
ordeal, the train attendant was nowhere to be found. Approximately five hours after we 
first stopped, we started moving again. We not told why we stopped, or what was 
happening. We were just left to wait and hope that we would resume our journey soon. 
Some other observations about the trains are that they have unclean bathrooms, 
the doors can be opened (and closed) while the train is moving, and no food or water is 
offered during the 12+ hour journey. 
4.4.2 Passenger Communication Survey Results 
We asked the passengers 17 questions to determine their perspective on 
communicating with TransNamib. The first 11 questions were Likert scale questions, 
and the last five questions were open response. A table with full responses is in 
Appendix F. The highest average for a Likert scale question was 5.3; overall, no one 
strongly agreed with any of the statements. For the open response questions, many 
people said they could tell the status of the train based upon the sound it made. Almost 
every respondent said that they did not know how far away they were from their 
destination. 
During interactions with the passengers, many people said that they rode the 
train because it was the safest mode of transportation. Other passengers also said that 
they expected the train to be late or delayed, and during the five hour delay one 
passenger was hoping the train would be even later so that he could get a refund. When 
we explained that we were there to improve the passenger service, almost all passengers 
thanked us profusely and seemed genuinely excited that someone was going to improve 
it. 
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Likert Scale Questions Average 
1.  TransNamib communicates well with you. 3.4 
2.  You communicate well with TransNamib. 4.4 
3.  TransNamib customer service employees are available. 4.6 
4.  The information on TransNamib’s website is relevant. 2 
5.  The information on TransNamib’s website is accessible. 2.1 
6.  You can find what you are looking for on TransNamib’s website. 2.5 
7. A TransNamib smartphone application would be useful. 4.6 
8.  Text message alerts would be useful. 5.2 
9.  A TransNamib phone line would be useful. 5.3 
10. Mailed train schedules would be useful. 4.9 
11. A sign on the platform with train updates would be helpful. 5.2 
Table 8:​ ​Passenger communication survey Likert scale responses  
4.5 Other Findings 
4.5.1 Training 
In our employee interviews we found that many employees never received 
training when being hired. One employee stated that they had been there for years and 
still had never received any formal training. Instead, they were “handed a computer and 
told to start working.” In talking to an executive, he said that the company used to offer 
trainings on everything “from firefighting to English literacy” but severely reduced the 
amount of training opportunities around 2014. We were told that the English literacy 
classes used to be particularly helpful because some employees, many over the age of 50, 
are illiterate. A member of Marketing mentioned that he would appreciate 
communication training for the company. He stated that he learned his communication 
abilities in school, but many other employees at TransNamib never learn these abilities. 
He believed that employees could benefit i Many employees we interviewed, especially 
recent hires, have never received formal training for their job and stated that their job 
descriptions were not entirely accurate. We heard in many interviews about the lack of 
training opportunities and the lack of formal job training. 
50 
On the train ride, we had many informal interactions with passengers that 
elucidated other aspects of riding Namibian rails. During the five hour delay, one 
passenger was rooting for the train to be later than it was because if it was late enough 
he would be refunded his money. One passenger insisted that there was a no-alcohol 
rule on the train and no smoking rule on the train, but then proceeded to ignore both of 
these rules, and consumed copious amounts of alcohol and numerous cigarettes. This 
surprised us because not only had we not heard about these rules, but numerous other 
passengers were drinking and smoking as well. 
4.5.2 The Language Barrier 
Since Independence in 1990, English has been Namibia’s official language 
(Nyqvist, White, & Ädel, n.d.). The change was fairly abrupt, and English has not been 
universally adopted. While we expected there to be some differences in language ability, 
we did not expect what we found in this regard. 
People with limited or no English proficiency were common in our experience. All 
of the managers and supervisors spoke to had at least workable spoken English.  Many 
of them reported that we could only speak to some of their employees due to many with 
no ability to speak English. This may have biased our sample a bit. Of the employees we 
did speak to, some had significant issues with our written survey. We fortunately had 
the time and ability to work through the English with them, often reading the questions 
and recording the answers ourselves. 
In a trip to an outlying station we learned that about half of the employees there 
have effectively no written English proficiency. The other workers there spent some of 
their work time translating and documents from the Head Office into the languages 
spoken by their fellow employees.  
Passengers also have issues with the language barrier. Much like employees, 
there were many with no ability to use English at any capacity, while others could speak 
English but could not read and write it. This caused passengers to ask one another for 
help when doing our survey or otherwise functioning on the train. One common 
occurrence was having one person whose mother-tongue was neither English nor 
Afrikaans translating something from English to Afrikaans for another person whose 
mother-tongue was also neither English nor Afrikaans. This may have lead to errors in 
translation, but we have no way of truly knowing or verifying this. 
Passengers expressed to us that they would appreciate the opportunity to learn 
about the train, it’s schedule, and any other information in their mother-tongue, or at 
least Afrikaans: a language most passengers are much more familiar with. 
51 
Currently, all of the company documents are only in English. This includes the 
weekly bulletins, annual reports, and information regarding the rights of workers. 
Though there is little written passenger communication, all if it is also only in English. 
4.6 Findings Summary 
Throughout our data collection we surveyed a large number of management, 
employees, and passengers. Through our interviews and surveys, we found that: 
- TransNamib has a steeply hierarchical culture and lacks developmental culture. 
- TransNamib has poor vertical communication and lacks communication between 
departments. 
- Managers and employees both identify relatively strongly with TransNamib. 
- Passenger services offer poor communication, especially on the train. 
Through the feedback of employees, managers, and passengers at TransNamib we were 
able to successfully landscape the communication practices. From this, we were able to 
locate the areas that require improvement and will be able to make recommendations. 
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Chapter 5: Conclusion and Recommendations 
5.1 Conclusion 
The final objective of the project is to provide recommendations to TransNamib 
on how to better both their internal communication and their communication with 
passengers. To do so, we spoke with a variety of employees ranging from secretaries and 
mechanics to the CEO. Moreover, we rode the train and spoke with passengers. During 
these interviews and surveys, we gathered responses and data that were integral in 
helping us understand the major issues at TransNamib.  
As seen in Section 4.1, the average response to the company culture survey 
indicates that managers and employees perceive the culture in a very similar way. Both 
groups believe it to have a deeply hierarchical culture and to lack elements of 
developmental culture. The important takeaway is that there is not a disconnect in the 
perceptions of company culture; the company leadership has set the company culture in 
a particular fashion and the employees, on average, view it in a very similar way. As seen 
in Section 4.2, organizational identification is strong at TransNamib. Across all 
responses between employees and managers, only “I don’t act like a typical TNHL 
person” had a response that indicates disagreement with the statement. All other 
statements had a response that was, at minimum, indifferent. However, most of the 
statements had a highly positive response. As mentioned in Section 2.3.3, organizational 
identification is typically regarded as a marker of strong vertical communication. Based 
just on these survey results, it is tempting to state that TransNamib has functional 
communication. However, the communication surveys and corresponding interviews 
revealed information that these surveys did not. 
As seen in Section 4.2, vertical communication had, on average, reviews 
indicating indifferent responses. Similarly, horizontal communication had reviews that 
averaged to be indifferent. We had heard in multiple interviews that communication at 
TransNamib was clunky. Individuals often do not have the ability to pass information 
along directly to the proper targets. If the CEO wants a mechanic to know something he 
must pass it to the head of engineering, who sends it down levels of middle supervisors 
until it is finally printed and tacked to a physical notice board. This system leads to 
many opportunities for the purposeful or accidental withholding of information. To 
enable more successful communication this system should be streamlined and 
employees within the company should have the ability to converse directly with people 
other than their immediate supervisor or subordinate. One of the major roadblocks 
preventing this is that many ground-level employees do not have access to a computer 
53 
or a company email. Intentionally or not, sometimes communication fails to make it all 
the way to the intended target in a timely manner and this is a major issue for 
TransNamib.  
On the other hand, many employees spoke highly about horizontal 
communication within their department. One interviewee told us that her entire 
department will host braais and that they are very close to one another. The whole 
department functions very smoothly because the interpersonal relationships formed 
help people work together better. As many interviewees said, people who are friendly 
with one another tend to work better together. Horizontal communication within 
departments usually functions well, though communication between departments is 
where the shortcomings lie. One employee in Marketing expressed an issue with being 
able to contact other departments and said that she often cannot get a timely response. 
In this case, she has to call them or go visit their office in person. She says that this is a 
frequent occurrence and that, “there is broken inter-departmental communication.” 
Moreover, she said that she often has to make decisions on her own due to time 
constraints and the inability to contact other departments. 
TransNamib does not have a knowledge problem; the issue lies entirely in 
communication. On a visit to the Marshalling Yard, the home of train operations, we 
met the men who track the trains. They have large paper maps where they frequently 
note where the train reports to be. All locomotives also have a GPS that tells those in 
Windhoek where the train is. Yet, on the trains passengers have no idea where they are. 
They can ask the train attendant, and he frequently does not know either. When we 
finally arrived in Swakopmund we learned that the Station Master had to call in to 
Windhoek to know when our train would arrive. Employees in Windhoek already knew 
this information, but failed to provide it to other key employees without prompting. 
TransNamib must learn how to share the information they already have. Another 
example given to us was from a manager in Marketing. He acts as a liaison between 
TransNamib and their customers. He reported that in the past there have been 
locomotive failures that Operations was aware of. However, Operations did not 
communicate this information to Marketing and thus the customer was never made 
aware of the issue. This manager only found out the issue after he received an angry 
phone call from a disgruntled customer asking where their delivery was. During his 
interview the manager stressed the importance of passing along time-sensitive 
information as it is a major issue for TransNamib. 
In addition, TransNamib needs to find a way to share information with 
employees and customers who lack English literacy. All official company documents are 
in English including the employee handbook, emails posted on the notice boards, and 
weekly bulletins. Many ground-level employees cannot comprehend English and 
employees within their department have to translate for them. Another major issue is 
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that company policies are in English and thus non-speakers are unaware of their rights 
as employees and the company’s policies. For passengers, all information at each station 
is in English. Announcements made by train attendants are also primarily in English. 
Many of the passengers have poor English comprehension and thus have trouble 
understanding what little information is conveyed to them during the ride.  
TransNamib, as a company, has relatively functional processes for day-to-day 
operations. Each department is capable of fulfilling their role within the organization. 
The passenger service is functional and is able to provide the service it promises. 
TransNamib has the knowledge and the processes necessary to be a successful company. 
Many of the issues lie in the fact that departments fail to communicate with each other 
and that information is not always disseminated from the top to the bottom, and from 
the bottom to the top. Moreover, TransNamib lacks communication with its passengers. 
Improving communication could immensely improve the performance of TransNamib 
as a whole. Going forward, improved communication will be the key to success.  
5.2 Recommendations 
5.2.1 Intracompany Recommendations 
These recommendations are designed to be feasible solutions to some of 
TransNamib’s intra-company communication problems. We found issues with both 
vertical and horizontal communication within TransNamib. Through our interviews we 
were given a wide variety of information and ideas on how to improve communication 
within the company. Improved communication would help operations run much more 
smoothly and provide a better product for the customers. We hope that these 
recommendations will be a foundation for improving the internal communication.  
5.2.1.1  Have executives regularly visit employees 
During our interviews we found that many ground-level employees expressed 
that they wish they saw management more. Many employees were very happy that they 
were personally able to meet CEO Johny Smith when he started last year. However, they 
expressed the desire to regularly see different executives, particularly the head of their 
respective departments. Employees felt that seeing executives regularly would be 
beneficial because they would be able to build a personal relationship. Additionally, 
employees feel that they are the foundation of the company and that they know how 
processes are done. Sometimes they have feedback that they would like to mention to 
their respective executive directly. One employee said “I know the processes and the 
company at the ground-level. I think it would be beneficial for executives to come see 
me and talk once in a while.” In addition, employees in the Swakopmund station said 
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that they very rarely see executives and expressed the same sentiment. They were happy 
that CEO Johny Smith had visited the previous year and wanted more of that interaction 
from other executives. They felt that as a distant station that they were sometimes 
forgotten about and would like more visits. 
Therefore, we are recommending that members of EXCO and other top 
management visit their respective departments periodically. For example, Executive of 
Engineering Ferdinand Ganaseb should visit the Locomotive Depot a couple times a 
quarter. The aim of a visit should be more than just to shake hands and say hello to the 
employees; employees should have a chance to give feedback to the executive. The 
intention of these visits is not to undermine the well-established communication 
hierarchy at TransNamib, but rather to allow ground-level employees to familiarize 
themselves with executives and feel like they are being heard. Having executives visit 
ground-level employees, especially in locations other than Windhoek, will boost morale 
and help to establish better intra-departmental connections. Moreover, it makes 
employees feel like the executives care, and, because the executives will listen to 
employee feedback, employees will feel that they have a voice within the company. 
5.2.1.2 Make company policies, briefings, and announcements accessible, and in 
multiple, non-English languages  
We spoke to many people within the company, all of whom were English 
speakers. However, one of our interview questions focused on language barriers within 
TransNamib. As mentioned in Section 5.1, all official company documents and 
communications are in English. Managers seem to have no issues with this, but many 
ground-level employees struggle to comprehend English. At the Swakopmund station 
we were told that messages had to be translated into Afrikaans for employees. Across 
locations, we were also told that many employees were unaware of their rights and 
company policies because of a language barrier. In addition, many passengers did not 
speak English. When we visited the TransNamib Windhoek Station we found that all 
informational brochures, such as the Starliner brochure, were exclusively in English. 
Therefore, we propose that there be at least one other language available for 
official company documents and announcements. The company handbook, the weekly 
news bulletin, and any emails attached to notice boards should be available in both 
English and Afrikaans. This would allow for employees to be more informed of their 
rights, company policies, and company developments. In addition, it would minimize 
the need for translators. Furthermore, any documents going to customers should have 
versions available in both English and Afrikaans. This would help the passengers also 
feel more informed about the passenger service. In either instance, having information 
available in multiple languages will improve communication both internally and 
externally. 
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5.2.1.3 Host company-wide social events 
When speaking to different departments, we found that Finance and Marketing 
holds periodic events such as braais. Our interviews revealed that departments that 
bonded over social events outside of work worked better together. They stated that 
becoming friendly with coworkers helps them work better together. Employees enjoyed 
working with coworkers that they shared a bond with and expressed that it was easier to 
communicate with people they knew. However, we learned that there are often no 
events outside of work that encompass multiple departments. We also learned that 
communication within departments is strong but communication between departments 
lacks. Our recommendation is to create stronger relationships between employees and 
managers in different departments by giving them opportunities to socialize and create 
friendships. 
Our idea for a social event would be a company-wide braai following quarterly 
meetings. This will give employees an environment with free food and drink in which 
they can socialize casually with one another. Ideally, this will help different employees in 
different departments mingle and form relationships with one another. It will also give 
employees an opportunity to speak to different levels of management and vice versa. 
Ultimately, a company-wide social event outside of work will give ample opportunities 
for different people to meet and get to know one another. This, in turn, will ideally 
strengthen relationships between individuals in different departments and between 
different levels of management. Hopefully it will result in better communication 
between departments and better communication up and down the hierarchy. 
5.2.1.4 Increase Training Opportunities 
As mentioned in Section 4.5, there is a lack of training opportunities for 
employees and managers at TransNamib. The company, in the words of some managers, 
“should invest more in their human capital.” Training topics should, at the very least, 
include English literacy and communication. The company should also take advantage 
of training programs offered by third parties. Any sort of developmental program 
offered to the company should be opened up to all employees. One employee we talked 
to mentioned that a supervisor forgot to communicate a developmental program that 
involved going abroad and she almost missed the opportunity. This is unacceptable and 
employees need to be alerted of all training opportunities; training held both by the 
company and also third parties needs to be advertised. Investing in the human capital at 
TransNamib will undoubtedly improve the communication. A more well-trained 
workforce will be more productive, efficient, and successful. 
In addition, reinstating training opportunities also opens another potential 
revenue stream. Some previous training programs included English literacy, forklift 
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driving, heavy machinery operation, large truck operation, and firefighting. TransNamib 
was previously able to give out many certifications that were beneficial to the employees, 
though these could be beneficial to the general public. Offering these trainings to the 
general public could do good for the community as well as provide extra revenue for 
TransNamib that would help the training programs be more sustainable. 
5.2.2 Passenger Recommendations 
The following recommendations are meant to greatly improve the 
communication problems having to do with TransNamib’s passenger service, of which 
there are many. Mainly, customers are frustrated with the lack of information they 
receive before and during their train rides. Ideally, enacting these solutions will greatly 
increase the level of communication with passengers and solve some of the biggest 
issues that they find when riding the trains. Also, an improved passenger service could 
easily bring in more customers and therefore increase revenue. These recommendations 
will surely not solve all of the problems found with the passenger service, but can 
definitely solve some of the most frustrating problems cited by the passengers.  
5.2.2.1  Implement an SMS alert system 
TransNamib operates its passenger service almost exclusively on paper. As much 
as this may have worked in the past, it has come time for the company to progress in the 
world of technology.  
Most people in this country have rudimentary cellphones that can receive text 
messages and phone calls only. For this reason, a cellphone application would not be 
useful to the vast population that rides the train. However, the prospect of text message 
alerts were well-received among surveyed train passengers. Messages and alerts could 
be sent to ticketed passengers in the form of an SMS. The messages would detail the 
departure and arrival times, any delays, and the stops along their travels, which could 
solve the major issues of confusion and frustration among passengers who are unsure of 
their train’s status.  
5.2.2.2 Add updatable signage onboard the trains and on platforms 
A large communication problem with TransNamib’s passenger service is the lack 
of updates about train status. Many passengers expressed their frustration with being 
completely unsure of when the train will arrive, how long delays will take, and where 
they were on their route once onboard the train. A simple solution to this problem is the 
addition of chalkboards or whiteboards to platforms and onboard trains. These signs 
can be updated whenever they need to be, and updating them is easy. The train 
attendant just needs to erase what is written there, and write the new update on it. 
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On platforms and at stations, there is no information for passengers to read 
about the estimated arrival time of their train, how long the ride will take, or if their 
train has been delayed. Sometimes, passengers sit at the platforms for hours waiting for 
the train to arrive. In some cases, the platforms lack lights, restrooms, and garbage cans. 
Coupled with a text message alert system, a whiteboard on the platform with 
information about delays and estimated arrival times could be the difference in 
passengers eating before boarding, using a nearby restroom, or even being able to safely 
board the train. At some of the platform locations, there are safety concerns for waiting 
alone at night. If an updated sign were present, passengers could wait in a safe location 
until the delay is over. This solves a communication, sanitation, and safety problem 
found at many of TransNamib’s train platforms.  
It became clear to us that passengers who are not frequent riders do not know 
where they are on the tracks, what stop is next, or what time they will arrive at their 
destination. By fastening a whiteboard to the inside of the passenger train cars and 
mandating the train attendants update the boards at every stop with the next stop and 
the estimated time of arrival, passengers would be much more informed. This would 
solve the major problem on the passenger train of the majority of passengers not 
knowing when they should be ready to exit at their destination until they have arrived 
and have to hurry off.  
5.2.2.3  Have EXCO and upper management regularly ride the passenger trains 
In the minds of many people throughout the company, the passenger service is, 
quite literally, a joke. One manager we interviewed was going to Walvis Bay, a major 
TransNamib train station, for work. When asked if he was going to take the train there 
he audibly laughed and said, “Of course not, I want to get there this week.” 
TransNamib will not improve its passenger service until the executives in charge 
make it a priority. A good way to make sure that the executives are knowledgeable about 
the shortcomings is to send them on the trains themselves. That way, they will have 
first-hand experiences and ideas of what needs to be worked on. Also, it will give them a 
good view of just how poor the passenger service is and motivate them to make changes 
sooner rather than later.  
Second, employees at stations in any city other than Windhoek rarely see the 
executives, which causes communication and morale issues within the company. When 
asked what they wished they saw more of, the majority of employees asked that 
executives visit the field more often, including offices abroad. If executives rode the 
passenger trains to visit employees at different locations, it would complete two 
necessary tasks for TransNamib’s success.  
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5.3 Summary 
In conclusion, TransNamib has functional day-to-day operations and possesses 
the knowledge to be a successful company. Many of the issues are mostly due to the lack 
of communication within the company. To improve the communication within the 
company we are proposing the following recommendations: 
1. Have executives regularly visit the ground-level employees to build relationships 
and listen to feedback. 
2. Provide company policies, announcements, notice board messages, and weekly 
bulletins in Afrikaans, Oshiwambo, and other prevalent languages in addition to 
English. 
3. Host periodic company-wide social events that encourage employees and 
managers to interact and build relationships. 
4. Increase training opportunities in literacy and communication, especially for 
ground-level employees 
However, the company also needs to improve the external communication with their 
passengers. The passenger service also has issues, many of which are centered around 
communication. To improve the passenger service, we are proposing the following: 
1. Offer SMS alerts to passengers before and during their train ride. 
2. Add updatable signage on the train with the next destination and arrival time; 
add updatable signage on the platforms with location and information about the 
status of the train. 
3. Have EXCO regularly ride the trains to assess quality of service and visit other 
stations along the way. 
Ultimately, these seven recommendations will ideally help TransNamib improve the 
communication within the company. In doing so, TransNamib will begin to function 
more smoothly and will provide a better service to their customers in both the freight 
and passenger sectors. These recommendations were created with financial feasibility in 
mind and will hopefully be implemented without significant investment. In addition, we 
selected recommendations that seemed reasonable within the culture of TransNamib. 
These recommendations will improve the communication at TransNamib and will 
improve the overall functionality of the company.  
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Appendix A — Company Culture Survey 
These six questions ask you to identify the way you experience your organization right now. In 
the survey, “the organization” refers to the organization managed by your boss (or the 
organization in which you manage). Please rate each of the statements by dividing 100 points 
between the four responses depending on how similar the description is to your firm. (100 
would indicate very similar and 0 would indicate not at all similar). The total points for each 
question must equal 100. You may divide the 100 points in any way among the four alternatives 
in each question. Some alternatives may get zero points, for example. Remember that the total 
must equal 100. 
 
1. Dominant Characteristics  
The organization is a very personal place. It is like an extended family. People 
seem to share a lot of themselves. 
______ 
The organization is a very dynamic and entrepreneurial place. People are willing 
to stick their necks out and take risks. 
______ 
The organization is very results oriented. A major concern is with getting the job 
done. People are very competitive and achievement oriented. 
______ 
The organization is a very controlled and structured place. Formal procedures 
generally govern what people do. 
______ 
TOTAL 100 
 
2. Organizational Leadership 
The leadership in the organization is generally considered to exemplify 
mentoring, facilitating, or nurturing. 
______ 
The leadership in the organization is generally considered to exemplify 
entrepreneurship, innovating, or risk taking. 
______ 
The leadership in the organization is generally considered to exemplify an 
aggressive, results-oriented, no-nonsense focus. 
______ 
The leadership in the organization is generally considered to exemplify 
coordinating, organizing, or smooth-running efficiency. 
______ 
TOTAL 100 
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3. Management of Employees 
The management style in the organization is characterized by teamwork, 
consensus, and participation. 
______ 
The management style in the organization is characterized by individual 
risk-taking, innovation, freedom, and uniqueness. 
______ 
The management style in the organization is characterized by hard-driving 
competitiveness, high demands, and achievement. 
______ 
The management style in the organization is characterized by security of 
employment, conformity, predictability, and stability in relationships. 
______ 
TOTAL 100 
 
4. Organizational Glue 
The glue that holds the organization together is loyalty and mutual trust. 
Commitment to this organization runs high. 
______ 
The glue that holds the organization together is commitment to innovation and 
development. There is an emphasis on being on the cutting edge. 
______ 
The glue that holds the organization together is the emphasis on achievement 
and goal accomplishment. Aggressiveness and winning are common themes. 
______ 
The glue that holds the organization together is formal rules and policies. 
Maintaining a smooth-running organization is important. 
______ 
TOTAL 100 
 
5. Strategic Emphases 
The organization emphasizes human development. High trust, openness, and 
participation persists. 
______ 
The organization emphasizes acquiring new resources and creating new 
challenges. Trying new things and prospecting for opportunities are valued 
______ 
The organization emphasizes competitive actions and achievement. Hitting 
stretch targets and winning in the marketplace are dominant. 
______ 
The organization emphasizes permanence and stability. Efficiency, control and 
smooth operations are important. 
______ 
TOTAL 100 
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6. Criteria of Success 
The organization defines success on the basis of the development of human 
resources, teamwork, employee commitment, and concern for people. 
______ 
The organization defines success on the basis of having the most unique or the 
newest products. It is a product leader and innovator. 
______ 
The organization defines success on the basis of winning in the marketplace and 
outpacing the competition. Competitive market leadership is key. 
______ 
The organization defines success on the basis of efficiency. Dependable delivery, 
smooth scheduling, and low cost production are critical. 
______ 
TOTAL 100 
 
In this survey, the four descriptions each correspond to one of the four quadrants of the 
Competing Values Model. In every question, the first description is group culture, the 
second description is developmental culture, the third description is rational culture, 
and the fourth description is hierarchical culture. Therefore, the total points will be 
added up for each of the four cultures and the responses will be averaged. 
 
Culture Total Points Average Points 
Group   
Developmental   
Rational   
Hierarchical   
 
This survey has been adapted from Cameron & Quinn (n.d.). 
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Appendix B — Organizational Identification Survey 
In the following survey, please indicate how strongly you agree with the statement. 1 indicates 
no agreement with the statement and 7 indicates very strong agreement with the statement. 
 
1. When someone criticizes TNHL, it feels like a personal 
insult. 
1     2     3     4     5     6     7 
2. I'm very interested in what others think about TNHL. 1     2     3     4     5     6     7 
3. When I talk about TNHL, I usually say "we" rather than 
"they". 
1     2     3     4     5     6     7 
4. TNHL's successes are my successes. 1     2     3     4     5     6     7 
5. When someone praises TNHL, it feels like a personal 
compliment. 
1     2     3     4     5     6     7 
6. I have many of the qualities that a typical TNHL person 
does. 
1     2     3     4     5     6     7 
7. If a story in the media criticized TNHL, I would feel 
embarrassed. 
1     2     3     4     5     6     7 
8. I don't act like a typical TNHL person. 1     2     3     4     5     6     7 
9. I have a number of qualities typical of TNHL people. 1     2     3     4     5     6     7 
10. The limitation associated with TNHL people applies to 
me also. 
1     2     3     4     5     6     7 
11. I am familiar with the values of TNHL 
 
1     2     3     4     5     6     7 
12. Please indicate how strongly you identify with TNHL  1     2     3     4     5     6     7 
 
This survey has been adapted from Moksness (2014). 
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Appendix C — Employee Communication Survey 
In the following survey, please indicate how strongly you agree with the statement. 1 indicates 
no agreement with the statement and 7 indicates very strong agreement with the statement. 
 
1. My colleagues are really open with each other. 1     2     3     4     5     6     7 
2. My colleagues show understanding. 1     2     3     4     5     6     7 
3. My colleagues and I regularly talk to each other about 
organizational developments. 
1     2     3     4     5     6     7 
4. Most of the information I receive on a daily basis comes 
from my manager. 
1     2     3     4     5     6     7 
5. In this organization, my ideas are frequently passed on 
to top-management. 
1     2     3     4     5     6     7 
6. Most of the information I receive on a daily basis comes 
from my co-workers. 
1     2     3     4     5     6     7 
7. I feel comfortable sharing ideas directly with members of 
top-management. 
1     2     3     4     5     6     7 
8. Most of the daily communication I receive comes in the 
form of "directives" from top-management. 
1     2     3     4     5     6     7 
9. I feel comfortable sharing ideas with my manager. 1     2     3     4     5     6     7 
10. In this organization, the lines of communication are 
"open" all the way to top executives. 
1     2     3     4     5     6     7 
11. This company frequently holds "town-hall" meetings to 
pass along information. 
1     2     3     4     5     6     7 
12. My job requirements are presented in clear language. 1     2     3     4     5     6     7 
13. Management does an excellent job of keeping employees 
up to date with TNHL’s profitability, competition, 
growth, and opportunities. 
1     2     3     4     5     6     7 
This survey has been adapted from Dennis (1974) and Pruyn, Peters, Bartels, de Jong, & van der 
Molen (2010). 
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Appendix D — Managerial Communication Survey 
In the following survey, please indicate how strongly you agree with the statement. 1 indicates 
no agreement with the statement and 7 indicates very strong agreement with the statement. 
1. Employees are really open with each other. 1     2     3     4     5     6     7 
2. Employees show understanding. 1     2     3     4     5     6     7 
3. Employees regularly talk to each other about 
organizational developments. 
1     2     3     4     5     6     7 
4. Most of the information employees receive on a daily 
basis comes from managers. 
1     2     3     4     5     6     7 
5. In this organization, employee ideas are frequently 
passed on to top-management. 
1     2     3     4     5     6     7 
6. Most of the information employees receive on a daily 
basis comes from my co-workers. 
1     2     3     4     5     6     7 
7. Employees feel comfortable sharing ideas directly with 
members of top-management. 
1     2     3     4     5     6     7 
8. Most of the daily communication employees receive 
comes in the form of "directives" from top-management. 
1     2     3     4     5     6     7 
9. Employees feel comfortable sharing ideas with their 
manager. 
1     2     3     4     5     6     7 
10. In this organization, the lines of communication are 
"open" all the way to top executives. 
1     2     3     4     5     6     7 
11. This company frequently holds "town-hall" meetings to 
pass along information. 
1     2     3     4     5     6     7 
12. Employee  job requirements are presented in clear 
language. 
1     2     3     4     5     6     7 
13. Management does an excellent job of keeping employees 
up to date with TNHL’s profitability, competition, 
growth, and opportunities. 
1     2     3     4     5     6     7 
This survey has been adapted from Dennis (1974) and Pruyn, Peters, Bartels, de Jong, & van der 
Molen (2010).  
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Appendix E — Passenger Communication Survey 
Hello, thank you for taking the time to answer these questions. Your responses are very helpful, 
and they will be used to improve TransNamib’s passenger communication. This survey is 
completely anonymous, and you do not have to answer any question you do not want to. 
 
1.  TransNamib communicates well with you.  1     2     3     4     5     6     7  
2.  You communicate well with TransNamib.  1     2     3     4     5     6     7  
3.  TransNamib customer service employees are available.  1     2     3     4     5     6     7  
4.  The information on TransNamib’s website is relevant.  1     2     3     4     5     6     7  
5.  The information on TransNamib’s website is accessible.  1     2     3     4     5     6     7  
6.  You can find what you are looking for on TransNamib’s 
website. 
 1     2     3     4     5     6     7  
7. A TransNamib smartphone application would be useful.  1     2     3     4     5     6     7  
8.  Text message alerts would be useful.  1     2     3     4     5     6     7  
9.  A TransNamib phone line would be useful.  1     2     3     4     5     6     7  
10. Mailed train schedules would be useful.  1     2     3     4     5     6     7  
11. A sign on the platform with train updates would be helpful.  1     2     3     4     5     6     7  
 
Open Response Questions: 
1. Do you know the price of your ticket before you purchase it? 
 
 
2. How do you find the train schedule? 
 
 
3. How do you know if a train is late? 
 
 
4. How do you know if a train has arrived? 
 
 
5. How do you know if a train has departed? 
 
 
6. Do you know how far you are from your destination while riding the train?  
76 
Appendix F - Company Culture Individual Question 
Results 
 
QUESTION 1 Employee Managerial Difference 
Group 19.66 24.42 5.05 
Developmental 20.77 19.71 0.70 
Rational 31.35 20.40 11.21 
Hierarchical  28.22 35.46 6.84 
 
 
QUESTION 2 Employee Managerial Difference 
Group 24.73 23.29 0.47 
Developmental 23.85 19.34 4.88 
Rational 21.30 25.65 4.73 
Hierarchical  30.12 31.73 0.63 
 
QUESTION 3 Employee Managerial Difference 
Group 24.29 23.98 0.12 
Developmental 24.07 19.17 4.49 
Rational 26.45 22.65 4.65 
Hierarchical  25.19 32.88 7.71 
 
QUESTION 4 Employee Managerial Difference 
Group 24.95 28.53 3.41 
Developmental 21.99 20.82 1.33 
Rational 21.06 21.98 1.16 
Hierarchical  32.00 28.68 3.23 
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QUESTION 5 Employee Managerial Difference 
Group 18.17 20.95 1.99 
Developmental 28.91 21.30 7.58 
Rational 22.35 25.60 3.62 
Hierarchical  30.57 31.88 1.70 
 
QUESTION 6 Employee Managerial Difference 
Group 30 22.52 7.09 
Developmental 14.54 15.12 0.17 
Rational 23.98 30.85 7.36 
Hierarchical  31.48 32.03 0.42 
 
AVERAGES Employee Managerial Difference 
Group 23.63 23.95 0.50 
Developmental 22.35 19.24 3.19 
Rational 24.42 24.52 0.17 
Hierarchical  29.60 32.11 2.35 
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Appendix G - Communication Individual Question 
Results 
 
Employee 
 
Q 1 2 3 4 5 6 7 8 9 10 11 12 13 
AVG 4.37 4.79 5.00 4.32 3.74 4.47 4.63 4.89 5.32 3.68 3.21 6.32 4.37 
 
Managerial 
 
Q 1 2 3 4 5 6 7 8 9 10 11 12 13 
AVG 3.76 4.05 3.86 3.57 3.48 4.62 3.24 5.10 3.76 4.10 3.43 4.38 3.86 
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Appendix H - Passenger Data 
 
 
MC
1 
MC
2 
MC
3 
MC
4 
MC
5 
MC
6 
MC
7 
MC
8 
MC
9 
MC
10 
MC
11 OR1 OR2 OR3 OR4 OR5 OR6 
NOTE
S 
2 3 5 NA NA NA 5 7 6 6 7 no 
don't 
know 
not 
commu
nicated 
when I 
see it 
don't 
know no  
6 6 7 5 5 4 7 7 7 6 7 yes 
not so 
good no idea no 
don't 
know no  
3 3 4 4 5 6 6 6 6 3 6 yes 
online- 
confir
med at 
station no idea 
ask 
around 
at 
station NA no  
3 3 4 4 5 6 6 6 6 3 6 yes 
online- 
confir
med at 
station no idea 
ask 
around 
at 
station NA no  
5 6 7 1 1 1 1 7 7 6 7 yes 
not so 
good yes no yes yes  
5 6 5 1 1 1 7 7 7 6 7 yes good yes yes yes yes  
1 4 1 1 1 5 1 4 5 6 3 
yes, 
$118 
time on 
tickets 
when 
it's not 
coming 
quickly ? ? 
yes, 
knows 
becaus
e he's 
taken 
train  
4 4 5 3 3 3 4 4 4 4 4 yes 
online- 
come 
to 
client 
service ? 
once in 
station ? 
yes- I 
have to 
know  
4 7 5 4 5 6 7 7 7 6 7 
yes, 
asked 
ticket 
salesm
an good 
most of 
the 
time, 
TransN
amib 
trains 
are late 
the 
sound 
when 
you 
start 
moving no 
refresh
ment 
machin
es 
7 7 7 2 1 3 7 7 7 7 7 
yes, 
N$150 
commu
nicatio
n 
they 
will 
give 
you a 
call to 
alert 
you 
they 
commu
nicate 
when it 
moves no idea  
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5 7 7 1 1 1 7 7 7 7 7 no cell 
no we 
don't 
know 
check 
thru 
the 
window moving 
no, we 
don't 
know  
5 7 7 1 1 1 7 7 7 7 7 sorta phone 
don't 
know 
ask 
attenda
nt 
the 
horn no 
want to 
charge 
phone 
7 7 7 1 1 1 7 7 5 5 7 no 
went to 
station 
"they 
never 
call us" 
ask 
someon
e 
train 
horn no  
7 7 7 1 1 1 7 7 7 7 1 no call 
don't 
know 
look 
out 
window 
when it 
moves no  
6 7 7 1 1 1 7 6 7 7 7 ? ? ? 
all 
towns 
need 
names/
boards ? 
not safe 
to wait 
@ 
station 
alone; 
need to 
know 
delays 
need to 
have 
commu
nicatio
ns at 
least in 
Afrikaa
ns 
4 7 7 1 1 1 7 7 7 7 7 
yes, 
learn @ 
station 
learn @ 
station 
don't 
know 
interco
mm 
would 
be 
good. 
Look 
out 
window ? 
yes, but 
only 
know 
on 
smart 
phone  
4 7 7 1 1 1 7 7 7 7 7 ? ? ? ? ? ?  
1 2 6 4 2 3 1 7 7 7 7 ? ? ? ? ? ?  
1 2 1 1 2 1 1 1 1 1 1 no ? 
nobody 
tells us 
watchi
ng your 
time 
on time 
given no  
1 1 2 7 7 7 4 3 1 1 2 yes 
ask @ 
station 
don't 
hear it hear it hear it no  
1 1 1 1 1 5 1 4 7 7 6 yes good 
not on 
time sound sound no  
1 1 1 1 1 1 1 1 1 1 1 yes good time sound sound no  
1 1 1 1 1 1 1 1 1 1 1 yes 
asking 
at the 
station 
if the 
train is 
not on 
time 
asking 
at the 
station 
if the 
train is 
not on 
time sound sound no  
1 1 1 1 1 1 1 1 1 1 1 yes 
by 
asking 
TransN
amib 
I don't 
know sound sound no  
81 
1 1 6 3 4 5 4 6 7 5 7 yes 
not 
really 
that 
much 
we 
check 
arrival 
time 
it 
usually 
makes 
a sound 
it starts 
moving 
and 
makes 
a sound no  
1 5 5 3 3 3 7 7 7 7 7 
did not 
purcha
se a 
ticket- 
paid on 
the 
train 
never 
on time 
I've 
travelle
d with 
the 
train 
before 
and 
know 
the 
times 
the 
whistle 
the 
whistle no  
4 7 4 1 1 1 7 1 7 7 7 yes 
a 
regular, 
she 
knows 
it 
If 
NamPo
rt is 
late, 
train is 
late. 
She 
knows. 
If it 
rains, 
delayed
. Delay 
to get 
overtim
e. 
speak 
with 
attenda
nt ? 
no, just 
some 
stops 
vendin
g 
machin
e, 
outlets, 
add 
securit
y, 
restaur
ant @ 
station, 
discoun
ts & 
specials 
5 3 3 1 1 1 ? 4 ? ? 1 yes 
go to 
station 
to find 
don't 
know 
when 
he 
arrives 
at 
Windh
oek he 
sees 
the 
sign ? no idea  
                  
3.42
8571
429 
4.39
285
7143 
4.64
285
7143 2 
2.07
1428
571 
2.53
5714
286 
4.57
1428
571 
5.21
428
5714 
5.32
1428
571 
4.92
8571
429 
5.17
8571
429        
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Appendix I - Managerial Organizational 
Identification Data 
 
OI1 OI2 OI3 OI4 OI5 OI6 OI7 OI8 OI9 OI10 OI11 OI12 
5 6 7 6 6 4 6 2 4 6 6 6 
7 7 7 7 7 7 7 1 7 7 7 7 
4 4 5 7 6 6 7 5 5 6 6 6 
6 7 7 6 6 4 3 2 5 3 7 7 
3 4 6 4 4 3 3 6 7 3 6 5 
5 7 7 7 7 6 6 1 5 5 7 6 
7 2 6 1 1 2 2 3 3 2 1 2 
1 7 7 7 7 7 7 1 7 6 7 6 
6 6 7 7 7 5 5 4 5 6 5 5 
5 4 7 7 6 7 6 1 7 6 7 7 
5 7 7 7 7 6 6 1 5 1 7 7 
6 6 7 6 6 4 7 4 4 2 7 7 
4 7 7 5 7 3 1 6 3 1 7 4 
2 7 7 7 2 3 5 1 5 3 7 7 
6 2 6 5 4 4 4 3 5 3 5 4 
3 4 6 5 3 4 3 5 NA 3 5 5 
3 7 7 7 6 7 5 5 6 5 5 6 
4 7 4 7 7 1 7 4 1 7 7 7 
4 7 7 7 7 1 7 1 7 5 7 7 
7 5 7 7 7 NA 4 NA NA 5 7 7 
6 7 7 7 7 2 6 7 2 1 7 7 
            
4.714285
714 
5.714285
714 
6.571428
571 
6.142857
143 
5.714285
714 
4.095238
095 
5.095238
095 3 
4.428571
429 
4.095238
095 
6.190476
19 
5.952380
952 
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Appendix J - Managerial Communication Data 
 
MC1 MC2 MC3 MC4 MC5 MC6 MC7 MC8 MC9 MC10 MC11 MC12 MC13 
3 3 4 3 2 4 2 3 4 4 5 6 4 
5 7 7 5 6 7 7 7 7 3 5 7 6 
2 1 1 7 1 4 1 7 1 6 6 3 5 
4 3 5 4 3 3 2 7 3 4 6 4 3 
3 3 5 3 2 6 3 5 3 2 2 6 2 
4 4 3 5 5 5 2 5 2 2 3 5 4 
4 3 5 3 5 4 5 6 3 6 5 6 7 
5 6 6 5 6 5 5 5 6 6 5 6 5 
5 4 3 2 3 6 4 6 4 4 3 4 4 
5 5 4 2 3 6 1 6 2 3 2 2 2 
4 6 7 5 4 5 7 5 5 6 3 7 6 
6 3 3 3 3 5 4 4 4 3 3 4 3 
1 1 1 1 1 5 1 6 1 1 1 1 1 
5 6 6 3 5 4 2 2 6 6 3 4 5 
3 5 4 3 5 3 4 5 4 5 4 6 3 
3 4 2 2 3 4 NA 3 5 4 2 3 4 
4 5 4 4 4 5 4 7 5 4 4 5 5 
1 1 1 4 1 7 1 7 4 1 1 1 1 
3 4 2 3 3 2 4 3 3 4 NA 5 3 
6 7 4 4 4 3 4 4 3 7 4 3 3 
3 4 4 4 4 4 5 4 4 5 5 4 5 
             
3.76190
4762 
4.04761
9048 
3.85714
2857 
3.57142
8571 
3.47619
0476 
4.61904
7619 
3.23809
5238 
5.09523
8095 
3.76190
4762 
4.09523
8095 
3.42857
1429 
4.38095
2381 
3.85714
2857 
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Appendix K - Managerial Company Culture Data 
 
Q1S1 Q1S2 Q1S3 Q1S4  Q2S1 Q2S2 Q2S3 Q2S4  Q3S1 Q3S2 Q3S3 Q3S4 
15 31 16 38  18 27 15 40  41 11 30 18 
0 25 25 50  25 25 25 25  30 20 25 25 
0 10 60 30  20 0 60 20  10 0 30 60 
23 9 9 59  23 23 23 31  28 33 28 11 
10 10 30 50  10 10 30 50  5 5 30 60 
25 25 25 25  0 0 50 50  40 5 5 50 
20 30 25 25  30 30 20 20  25 25 25 25 
35 30 15 20  20 25 20 35  25 25 20 30 
30 15 15 40  20 15 15 50  15 20 10 30 
30 20 30 20  25 25 25 25  20 20 20 40 
25 25 25 25  15 15 25 45  21.7 30.4 13 34.8 
50 10 10 30  15 15 35 35  25 17 18 40 
20 15 25 40  30 30 20 20  25 30 20 25 
31.58 21.05 15.79 31.38  21.43 35.71 14.29 28.57  28.57 14.29 42.86 14.29 
29.41 23.53 11.76 35.29  40 26.67 20 13.33  21.43 28.57 28.57 21.43 
20 30 10 40  20 20 40 20  20 20 40 20 
25 25 25 25  25 25 25 25  25 25 25 25 
35 15 10 40  50 15 15 20  40 30 15 15 
40 5 5 50  35 5 10 50  10 5 5 80 
20 0 0 0  0 0 0 0  0 20 20 0 
0 0 0 0  0 0 0 0  0 0 0 0 
              
24.4205
2632 
19.7147
3684 
20.3973
6842 
35.4563
1579  
23.2857
8947 
19.3357
8947 
25.6468
4211 
31.7315
7895  
23.984
21053 
19.17157
895 
22.6542
1053 
32.869
47368 
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Q4S1 Q4S2 Q4S3 Q4S4  Q5S1 Q5S2 Q5S3 Q5S4  Q6S1 Q6S2 Q6S3 Q6S4 
40 25 15 20  35 20 20 25  38 15 15 32 
25 15 30 30  25 25 25 25  35 25 30 10 
0 40 60 0  0 0 50 50  0 0 50 50 
36 36 14 14  17 17 33 33  18 18 46 18 
10 10 20 60  20 20 10 50  25 0 50 25 
40 10 10 40  5 5 40 50  10 10 30 50 
60 10 10 20  25 25 25 25  30 20 35 15 
20 20 30 30  35 15 20 30  30 20 30 20 
50 20 10 20  10 15 20 50  30 30 20 20 
20 20 20 40  20 20 20 40  20 20 20 40 
25 25 25 25  25 15 25 35  15 15 35 35 
45 18 17 20  35 45 10 10  15 15 35 45 
25 25 25 25  15 25 25 35  30 10 30 30 
42.86 14.29 14.29 28.57  25 25 25 25  33.33 16.66 16.66 33.33 
18.18 27.27 27.27 27.27  11.11 27.78 33.33 27.78  23.53 17.65 23.53 35.29 
30 20 30 20  20 30 30 20  20 30 20 30 
10 30 30 30  10 40 20 30  10 10 40 40 
25 25 25 25  35 25 15 25  10 10 40 40 
20 5 5 70  30 10 40 20  35 5 20 40 
60 20 0 0  0 0 0 20  0 20 20 20 
0 0 0 0  0 0 0 0  0 0 0 0 
              
28.528
42105 
20.8189
4737 
21.9768
4211 
28.6757
8947  
20.9531
5789 
21.3042
1053 
25.5963
1579 
31.8831
5789  
22.5189
4737 
15.1215
7895 
30.8521
0526 
32.032
63158 
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GROUP DEVELOP RATION HIERARCH  YEARS 
31.16666667 21.5 18.5 28.83333333  16 
23.33333333 22.5 26.66666667 27.5  13 
5 8.333333333 51.66666667 35  4 
24.16666667 22.66666667 25.5 27.66666667  10 
13.33333333 9.166666667 28.33333333 49.16666667  5 
20 9.166666667 26.66666667 44.16666667  30 
31.66666667 23.33333333 23.33333333 21.66666667  15 
27.5 22.5 22.5 27.5  38 
25.83333333 19.16666667 15 35  22 
22.5 20.83333333 22.5 34.16666667  18 
21.11666667 20.9 24.66666667 33.3  10 
30.83333333 20 20.83333333 30  6 
24.16666667 22.5 24.16666667 29.16666667  25 
30.46166667 21.16666667 21.48166667 26.85666667  15 
23.94333333 25.245 24.07666667 26.73166667  17 
21.66666667 25 28.33333333 25  10 
17.5 25.83333333 27.5 29.16666667  14 
32.5 20 20 27.5  22 
28.33333333 5.833333333 14.16666667 51.66666667  1 
NA NA NA NA  4 
NA NA NA NA  5 
      
23.94850877 19.24447368 24.52061404 32.10815789   
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Appendix L - Employee Organizational 
Identification Data 
 
OI1 OI2 OI3 OI4 OI5 OI6 OI7 OI8 OI9 OI10 OI11 OI12 
7 7 7 7 7 1 7 4 7 7 7 7 
7 7 7 7 7 7 7 1 7 7 6 7 
1 7 7 7 7 7 7 7 7 7 7 7 
5 7 7 7 5 7 5 1 7 4 7 7 
7 7 7 7 7 4 7 7 4 4 4 7 
7 NA 1 7 1 1 7 1 NA 7 7 1 
1 3 7 4 4 2 1 3 4 3 4 4 
7 7 1 7 4 4 7 1 7 7 7 7 
7 7 5 7 7 4 7 5 6 4 6 7 
7 6 7 7 5 6 7 4 6 6 5 7 
7 6 7 7 7 7 7 1 6 7 7 7 
4 7 7 7 7 6 7 1 6 7 7 7 
7 7 7 7 7 4 7 1 1 5 7 7 
1 7 7 7 7 3 7 7 7 1 7 1 
3 1 7 7 7 4 7 6 4 7 7 4 
4 4 6 6 6 6 5 5 4 6 2 4 
6 5 7 7 7 4 7 1 7 6 7 7 
1 1 7 7 7 4 1 7 4 1 6 7 
4 7 7 7 4 7 7 4 7 4 7 4 
7 7 7 7 7 7 7 1 7 7 4 3 
7 4 7 7 5 4 7 2 7 7 7 7 
            
5.095238
095 
5.428571
429 
6.285714
286 
6.809523
81 
5.952380
952 
4.714285
714 
6.238095
238 
3.333333
333 
5.476190
476 
5.428571
429 
6.095238
095 
5.666666
667 
  
88 
Appendix M - Employee Communication Data 
 
EC1 EC2 EC3 EC4 EC5 EC6 EC7 EC8 EC9 EC10 EC11 EC12 EC13 
4 4 7 1 4 7 7 7 7 3 1 7 3 
7 7 7 7 3 5 7 6 7 7 7 7 5 
7 7 7 7 7 5 6 7 7 7 5 7 7 
3 7 3 3 2 6 2 6 2 5 5 7 6 
1 4 7 1 1 7 4 4 4 1 1 4 4 
7 7 7 1 1 7 7 6 7 1 1 1 7 
4 4 7 4 1 4 4 7 4 3 4 7 7 
7 7 7 1 7 7 1 1 7 1 1 7 4 
4 4 4 4 3 3 2 7 1 1 3 7 3 
5 7 7 5 3 6 3 6 3 3 1 7 4 
7 7 7 6 6 6 7 3 7 5 4 7 3 
5 5 4 7 4 2 2 7 2 2 4 7 4 
1 1 1 7 5 1 6 4 7 6 3 7 4 
1 1 1 1 7 7 7 1 7 1 1 7 1 
2 1 1 1 1 4 1 1 5 1 1 7 1 
2 2 3 5 2 5 3 5 3 5 5 4 4 
2 2 2 7 1 1 6 3 7 4 3 6 2 
7 7 6 7 6 1 6 5 7 7 7 7 7 
7 7 7 7 7 1 7 7 7 7 4 7 7 
7 7 7 2 1 7 1 7 1 1 1 7 1 
6 6 7 5 5 4 7 7 7 6 7 7 7 
             
4.57142
8571 
4.95238
0952 
5.19047
619 
4.23809
5238 
3.66666
6667 
4.57142
8571 
4.57142
8571 
5.09523
8095 
5.19047
619 
3.66666
6667 
3.28571
4286 
6.38095
2381 
4.33333
3333 
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Appendix N - Employee Company Culture Data 
 
Q1S1 Q1S2 Q1S3 Q1S4  Q2S1 Q2S2 Q2S3 Q2S4  Q3S1 Q3S2 Q3S3 Q3S4 
50 15 25 10  0 0 50 50  50 25 0 25 
20 20 40 20  20 30 25 25  25 25 25 25 
20 20 40 20  20 30 30 20  25 40 15 20 
10 10 30 50  25 25 30 20  20 30 20 30 
28.57 28.57 28.57 14.285  55.56 22.22 22.22 0  20 20 30 30 
25 25 25 25  33.33 33.33 0 33.33  50 0 50 0 
20 20 40 20  20 20 20 40  20 10 50 20 
20 50 20 10  25 30 25 20  20 20 40 20 
20 30 20 30  30 30 20 20  10 30 30 30 
0 0 50 50  0 0 0 100  0 50 0 50 
20 5 50 25  25 25 25 25  20 5 50 25 
15.79 10.53 21.05 52.63  50 30 10 10  23.81 14.29 23.81 38.09 
10 40 25 25  30 30 10 30  20 20 20 40 
44.44 22.22 22.22 11.11  31.25 31.25 31.25 6.25  3.45 68.97 17.24 10.34 
10 5 45 40  25 25 25 25  10 20 20 50 
20 20 20 40  20 20 20 40  40 20 20 20 
10 42.5 42.5 5  25 37.5 0 37.5  40 25 25 10 
10 10 20 60  10 10 40 40  40 10 40 10 
28.57 14.29 42.86 14.29  20 20 30 30  25 25 25 25 
5 20 25 50  10 35 5 50  15 15 45 25 
0 0 0 0  0 0 100 0  0 0 0 0 
              
19.3685 20.406 31.61 28.6158  23.757 24.215 20.9235 31.104  23.863 23.663 27.3025 25.1715 
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Q4S1 Q4S2 Q4S3 Q4S4  Q5S1 Q5S2 Q5S3 Q5S4  Q6S1 Q6S2 Q6S3 Q6S4 
0 30 30 40  0 25 25 50  50 0 0 50 
30 10 50 10  20 20 20 40  40 20 20 20 
40 20 20 20  30 20 25 25  25 30 20 25 
15 20 15 50  35 20 10 35  30 10 10 50 
16.67 33.3 33.3 16.67  10 50 20 20  20 20 40 20 
25 25 25 25  25 25 25 25  25 25 25 25 
25 25 25 25  20 10 50 20  50 20 20 10 
41.67 16.67 25 16.67  16.67 41.67 25 16.67  25 16.67 41.67 16.67 
10 30 30 30  10 30 30 30  30 10 30 30 
50 0 0 50  0 50 0 50  50 0 50 0 
25 25 25 25  25 25 25 25  25 25 25 25 
50 20 10 20  11.76 11.76 17.65 58.82  25 10 50 15 
30 20 20 30  20 50 10 20  40 10 10 40 
15.79 15.79 15.79 52.63  37.5 12.5 12.5 37.5  0 0 0 100 
5 5 5 85  11.11 44.44 22.22 22.22  10 20 20 50 
10 20 20 50  20 20 20 40  30 20 20 30 
20 40 20 20  25 25 25 25  25 5 30 40 
40 40 10 10  10 40 40 10  40 20 20 20 
18.18 27.27 27.27 27.27  22.22 22.22 22.22 33.33  27.27 9.09 18.18 45.45 
35 20 10 35  30 35 15 20  25 35 20 20 
0 0 0 0  0 0 0 0  0 0 0 0 
              
25.1155 22.1515 20.818 31.912  18.963 28.8795 21.9795 30.177  29.6135 15.288 23.4925 31.606 
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GROUP DEVELOP RATION HIERARCH  YEARS 
25 15.83333333 21.66666667 37.5  11 
25.83333333 20.83333333 30 23.33333333  37 
26.66666667 26.66666667 25 21.66666667  7 
22.5 19.16666667 19.16666667 39.16666667  15 
25.13333333 29.015 29.015 16.82583333  15 
30.555 22.22166667 25 22.22166667  6 
25.83333333 17.5 34.16666667 22.5  7 
24.72333333 29.16833333 29.445 16.66833333  8 
18.33333333 26.66666667 26.66666667 28.33333333  18 
16.66666667 16.66666667 16.66666667 50  7 
23.33333333 18.33333333 33.33333333 25  15 
29.39333333 16.09666667 22.085 32.42333333  15 
25 28.33333333 15.83333333 30.83333333  15 
22.07166667 25.12166667 16.5 36.305  20 
11.85166667 19.90666667 22.87 45.37  7 
23.33333333 20 20 36.66666667  5 
24.16666667 29.16666667 23.75 22.91666667  0.5 
25 21.66666667 28.33333333 25  8 
23.54 19.645 27.58833333 29.22333333  10 
20 26.66666667 20 33.33333333  4 
0 0 100 0  1 
      
23.44675 22.43375 24.35433333 29.764375   
 
